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You've Got to Move Fast... 


Abrams Tells How Block Drug Picked 
New Agency for $3,000,000 Account 


Winner's Size and an 
‘Amazing’ Presentation 
Were Deciding Factors 


| 


By Lawrence Bernard 

JERSEY City, N. J., July 1—In 
the fast-moving, hotly competitive 
dentifrice business lost time means 
lost sales; when Block Drug Co. 
decided to find a new advertising 
agency for its $3,000,000 Amm-i- 
dent account it did so in less than 
one month. 

Block was not actually dissatis- 
fied with its present agency, ad- 
vertising manager George J. Ab- 
rams told ADVERTISING AGE in an 
exclusive interview describing how 
the field was narrowed down from 
about 100 contenders to six final- 
ists and the ultimate selection. 

“We were looking for a new 
agency in order to get some fresh 
thinking into an industry in the 
middle of a hectic wave of mir- 
acles,” Mr. Abrams said. Cecil & 
Presbrey had been appointed for 
Amm-i-dent in January, 1949, sev- 
eral months after Block bought the 
ammoniated product from four 
dentists who had made several un- 
successful marketing attempts. 


a Cecil & Presbrey started with 
a first year budget of about $1,- 
500,000—no great shakes as big- 
time dentifrice appropriations go 
—and in five years helped Amm-i- 
dent claw out a respectable chunk 
of the market for itself as the 
leading ammoniated product with 
about 10% of the $150,000,000 
toothpaste business. As sales dou- 
bled, the advertising budget 


doubled. 
But five years of the same cre- | 
ative brainpower on one product! 


is bound to get wearing. True, the 
agency had brought some new 
copy people in to work on the ac- 
count, but Block felt that the copy- 
writers’ thinking was too much 
conditioned by the  oldtimers 
around them. 

There’s little doubt but that Ce- 
cil & Presbrey has done a good 
job. In announcing its agency 
switch, Block also announced that 
Polident, Poli-Grip—more than 
$1,000,000 billing—and a new, un- 
named product were remaining 
with the agency. “The remaining 
business is the best evidence in 
the world that we think they’re a 
good agency,” Mr. Abrams com- 
mented. 


a With the decision made _ to 
switch, the first job was to run 
down the agency list looking for 
an agency of the proper size. 

“While we had no outside limit, 
we didn’t want to get into an ad- 
vertising agency billing under $5,- 
000,000 because we felt that they 
would not be equipped to suddenly 
take on a $3,000,000 account,” Mr. 
Abrams said. 

The first screening left Block 
with roughly 100 agencies and a 
second elimination was made on 
the basis of the agency’s experi- 
ence and background in package 
goods and the drug and toiletries 
market. 

Next came a check on the agen- 
cy’s television acumen. With two 
telecasts generally on the air at 
any given time, Block needed an 
agency with the ability to step in 
immediately and take over writing 
and production of these shows. 

By now the list had been nar- 
rowed to 30 and the next pruning 
was made on the basis of two kinds 

(Continued on Page 46) 


Newspaper Ad Execs Eye Shopping 
Centers as Source of More Revenue 


Coronapo, CAL., June 30—News- 
paper admen, gamblers at heart, 
took pleasure—and a few bucks, 
some claimed—from a jai alai ses- 
sion at Tijuana during the National 
Advertising Executives Assn. sum- 
mer meeting here. 

Then they settled down for a 
sporting proposition more in their 
line: How to lure more advertising 
dollars from retailers, especially 
from the 1,500-odd U. S. shopping 
centers now built or a-building. 

Grant Stone, advertising direc- 
tor, Cleveland Press, and Donald 
M. Murphy, sales promotion man- 
ager, Lucky Stores Inc., San Lean- 
dro, Cal., led the discussion on how 
to get shopping center ads into the 
daily papers. And both were plain- 
ly worried about the newspapers’ 
shortcomings in the suburban mar- 
ket. 


| 


= Mr. Murphy, remarking that 
most shopping center promotions 
should be built entirely with the 


use of the newspaper, frankly ac-| 


cused the papers of falling down 
on the job. 

“It is my sincere belief,” he said, 
“that many newspapers have suf- 
fered and will continue to suffer 
the loss of unearned business sim- 
ply because they expect ‘hand- 
outs.’”’ He then advised newspaper 
promotion men to establish them- 
selves as the chief advisers on ad- 
vertising and publicity to shopping 
center developers. 

Mr. Stone, decrying the fact that 
some centers try to do their pub- 
licity job in neighborhood papers, 
also urged that the metropolitan 
papers “get in and pitch.” 


s “If every time a downtown store 
opens a suburban shopping branch 
it weakens the newspaper—that is 
a serious thing,” he told the admen. 
“And, certainly, if every shopping 
center invests in neighborhood or 
other minor advertising media, 
weaken the newspaper it will! 
“There is every logical reason 


(Continued on Page 24) 
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Naegele, McKnight | 
Purchase Milwaukee 
Outdoor Ad Firm | 


MILWAUKEE, June 30—Two Min- 
nesota men purchased Cream City 
Outdoor Advertising Co. of Mil- 
waukee today for an amount “in 
excess of $1,700,000.” 

The buyers are Robert O. 
Naegele, chairman of the board of 
Naegele Advertising Co., Minnea- 
polis and St. Paul, and W. L. Mc- 
Knight, financier and industrialist 
and chairman of the board of Min- 
nesota Mining & Mfg. Co., St. Paul. 

Included in the purchase price, 
in addition to the business and 
poster boards, is Cream City’s 
building here, which has about 40,- 
000 sq. ft. of floor space. 

A modernization and expansion 
program for Cream City costing 
over $500,000 will be started by the 
new owners, according to Mr. 
Naegele. Over 3,000 poster boards 
will be involved in the remodeling 
project. Mr. Naegele said that the 
firm will introduce three-dimen-| 
sional displays and use a rotary| 
plan in which an _ advertiser’s 
panel is moved to different loca- 
tions around the area. 


Where Miltuns Shop sith Confidence. Beery ther 


RECIPROCAL—This A&P ad in The 
American Weekly starts an insti- 
\tutional drive (through Paris & 
Peart) for the food chain, which 
will handle week-long aisle-end 
displays for American Weekly ad- 
vertisers who spend $375,000 an- 
|nually. Over a dozen advertisers 
are reportedly interested. 


TvAB Backers, 
NARTB Decide 
to Get Together 


WASHINGTON, July 2—Those 
forces in the industry which held 
,out for active network participa- 
,tion in any television advertising 
| bureau have carried the day. 
| Representatives of the embry- 
| onic Television Advertising Bu- 
reau set up in Chicago (AA, May 
31) capitulated on this point when 
they met here this week with rep- 
resentatives of the television board 
of the National Assn. of Radio & 
Television Broadcasters. 

When the NARTB board an- 
nounced that it would go ahead 
with its plans for an all-industry 
'bureau to promote television as an 


= Mr. Naegele reported that all) 
the stock in Cream City had been| 
owned by Harry Fitzgerald, 
Cream City’s president, and his 
sister, Mrs. Frances Hansen, v.p. 
and secretary. Mr. Fitzgerald will 
continue to be associated with the 
firm as chairman of the board. 

The president of Cream City will 
be Charles P. Burkhart, president 
of a Kansas City outdoor advertis- | 
ing company. Mr. Naegele will 
also spend time here. 


Mr. Naegele’s firm announced 


advertising medium despite TvAB 
(AA, June 28), a meeting was ar- 
ranged between the two groups. 


in early June that it planned to| 
build a $1,000,000 branch plant! 
here (AA, June 14). Subsequently | 
The purpose: To avoid an industry |it was learned that Mr. Naegele 
squabble resulting from two bu- | was trying to purchase Cream City. | 
reaus which would not only be|At that time Mr. Fitzgerald de- 
competing with other media for clared that his firm was not for 
(Continued on Page 8) sale. 


Last Minute News Flashes 


Curtis to Offer Discount Plan on Magazines 
PHILADELPHIA, July 2—On July 14, Curtis Publishing Co. will an- 


nounce a new discount plan for its group of Country Gentleman, 
Ladies’ Home Journal and The Saturday Evening Post. However, | 
the direct discount plan is expected to affect only Country Gentleman | 
on a frequency basis, with percentage discounts running from 3% for 
six insertions to 6% for 24. This will be in addition to the discount 
plan announced for SEP. The plan will go into effect next Jan. 1. 


Coal Group Switches from B&B to VanSant, Dugdale 


WASHINGTON, July 2—The Bituminous Coal Institute and Benton & 
Bowles will part amicably on Sept. 30 after a relationship of 10 years. 
VanSant, Dugdale & Co., Baltimore, will begin handling the account at 
that time. Reportedly, the reason for the change is that the institute, 
which at one time spent $500,000 yearly, has so curtailed its budget 
(to $175,000) that B&B felt the account is no longer profitable. 


Matthews Leaves Kimball for Foote, Cone 


New York, July 2—William C. Matthews has resigned as president 
of Abbott Kimball Co. to join Foote, Cone & Belding as v.p. and ac- 
count executive. No successor has been named by the Kimball agency. 


(Additional News Flashes on Page 47) 


Advertising Has Vital 
Role, Brophy Tells AAW 


K&E Board Chairman Lists 
Four Basic Reasons Why 
Advertising Is Essential 


SALT LAKE CiTy, June 30—Four 
basic reasons why advertising is 
essential to our “dynamic econ- 
omy” were advanced here Mon- 
day by Thomas D’Arcy Brophy, 
chairman of the board of Kenyon & 
Eckhardt, New York. The reasons: 

1. Advertising makes jobs. 

2. Advertising reduces selling 
costs. 

3. Advertising increases com- 
pany profits. 

4. Advertising 
pany security. 

Mr. Brophy gave these four rea- 
sons in a hard-hitting keynote ad- 
dress before the 5lst annual con- 
vention of the Advertising Assn. 
of the West, attended by more than 
300 advertising men and women 
from the western states and British 
Columbia. 

As job-holders we have three 
basic desires, Mr. Brophy said, 
quoting from an 
article written by 
A. J. Gallagher, 
business and 
market analyst: 
(1) ‘We want all 


increases com- 


the money we 
can get; (2) as 
consumers, we 


want the lowest 
possible prices; 
(3) if we have a 
bank account, an 
insurance policy, 
a government bond or a share in 
any business, we want all we can 
get for our money at work.” 


Thos. D’A. Brophy 


w The answer to all three desires 
is to create a lot of customers, the 
agency executive continued. “Be- 
cause advertising is the biggest 
factor in the mass production of 
customers, so advertising is a big 
factor in job making, because jobs 
depend on customers.” 

He cited the case of television, 
which reduced radio set sales from 

(Continued on Page 43) 


Copeland Succeeds 
Donaldson as Ford 
Creates New Ad Post 


Detroit, July 2—A major re- 
styling of its advertising machinery 
was announced this week by Ford 
Motor Co. 

The company today said Robert 
F. C. Copeland is being boosted 
from advertising manager of the 
Lincoln-Mercury division to direc- 
tor of the company’s office of 
product advertising and sales pro- 
motion. He apparently succeeds 
Ben R. Donaldson, who had been 
director of the office of advertising 
and sales promotion since 1945 and 
with Ford since 1919. Earlier this 
week, Mr. Donaldson was shifted 
to the post of director of institu- 
tional advertising, reporting to 
Charles F. Moore Jr., director of 
Ford’s public relations. 

Ford spokesmen linked the shift 

(Continued on Page 4) 
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No Baby aClown... 


P&G Recalls Memorable Ads, Seven 
Sinkers on Ivory’s 75th Birthday 


CIncINNATI, June 30—Ivory | 
soap, named for a line from) 
the 45th Psalm (“All thy gar-| 
ments smell of myrrh and aloes, 
and cassia, out of the ivory palaces 
whereby they have made thee 
glad.”’), and top soap brand for 
three-quarters of a century, cel- 
ebrates its 75th anniversary this 
year. 

In a lather of pride, Procter & 
Gamble Co. has been beating the 
drums of jubilee, pointing out that 


INDUSTRIAL CRISES 
7 


DARK DAY—“The day a cake of soap 
sank at Procter & Gamble’s” was 
immortalized in this New Yorker 
cartoon back in 1928. When it ac- 
tually happened in 1944, P&G of- 
ficials huddled, concluded that long 
storage was at fault and sent the 
complainant a new cake of (this 
time) floating Ivory. 


Ivory has “contributed to the 
American language,” has 


vertising,” and has 
American institution.” 

This particular American insti- 
tution owes much to two proper- 
ties—its floating and its composi- 
tion. In the early days, when 
towns along the Ohio and Missis- 
sippi drew their water from the 
rivers, soap which disappeared in 
the murky brown water was hard 
to find. But lvory floated. Over 
the years, seven instances (all 
since 1943) have been recorded 
when a bar of Ivory sank. Some- 
how the tiny air bubbles (first in- 
corporated in the soap when a 
workman let his crutcher run 
when he went to lunch) were de- 
stroyed. 


® Its composition (and the famous 
slogan “9¥-44/100% Pure’) came 
when Harley Procter, son of one 


/}OL the tounders ot the company 


and the man who named lvory, 


enecked tnrougn a routine analy- 
'}|sis ot the soap by a New York 


cnemist 1n 1882, and noted that 
impuriues came lo only .06%. 
ivory is now a registered trade- 
mark in 77 countries. Almost trom 
the beginning it was heavily ad- 
vertised. lt employed the Brownies 
ot Palmer Cox, the printed jingles 
of the ‘70s, testimonials from sci- 
entists and chemists as to its 
purity. “it Floats” first appeared 
in tne Century Magazine of July 
18, 1891, with a drawing of a 
Negro boy sailing an Ivory ship in 
the river. lvory ran a full-page ad 
in color in Leslie’s Iliustrated 
Weekly in 1896. Ivory sponsored 
(Continued on Page 49) 


Pulse Study Finds New Yorkers Switching 
to Filter Tips, Decline in Female Smokers 


New York, July 2—Filter-tip 
cigarets have made tremendous 
gains in the New York market in 
the last year, with twice as many 
men and four times as many wom- 
en smoking this type of cigaret. 

The proportion of New York men 
who smoke remains about the 
same, but the proportion of women 
smoking is down nearly 8%. 

These are the principal findings 
in the semi-annual study of smok- 
ing habits conducted by Pulse Inc. 
for WOR, New York. The radio 
station makes these periodic prod- 
uct surveys as a service to its ad- 
vertisers. 


= Personal interviews were con- 
ducted with 1,500 radio families in 
12 metropolitan New York counties 
in May. All members of the fam- 
ily 18 years and up, at home at the 
time, were included. They were 
asked: “Have you smoked cigarets 
during the past week?” If the an- 
swer was “yes,” the respondent 
was asked to specify the brand, 
and in cases where necessary, 0 
indicate whether he smoked reg- 
ular or king-size cigarets. People 
who had not smoked the week be- | 
fore the interview were counted | 
as non-smokers. 

The study did not cover pipe and 
cigar smoking, nor did it make any | 
effort to indicate how much cig- 
aret-smoking New Yorkers are 
doing. 


ms Highlights of the report were | 
summarized by Robert M. Hoff- 
man, director of research for 
WOR: 

1. In May, 1953, some 68.5% of! 
the adult male New Yorkers) 
smoked cigarets; a year later the 


some 55.2% of adult females in 
this vicinity smoked cigarets, but 
by May, 1954, the figure was down 
to 50.9%—a drop of 7.8%. 

2. The younger the age group, 
the greater tne proportion ot 
smokers. For example, among men 
the cigaret smoking proportion was 
78.5% in the 18 to 25 age group and 
only 50.2% in the over-50 group. 
For women the contrast was even 
more marked, with 65.9% of the 


(Continued on Page 29) 


TV Time Foods Buys 
‘Annie Oakley’ Film 
for 100 TV Markets 


Cuicaco, June 29—TV Time 
Foods, which three years ago be- 
gan marketing pre-measured 
amounts of popcorn, salt and oil, 
has signed for the biggest advertis- 
ing venture of its career. 

The popcorn firm today signed a 
contract witn Gene Autry’s Annie 
Oakley Productions, Hollywood, 
for exclusive use of “Annie Oak- 
ley” films throughout the U. S. 
for an 18-month period beginning 
in October. 


# The films will be shown on al- 
ternate weeks on a minimum of 
100 stations in the U. S., Canada 
and Hawaii. Distributor- of the 
films is CBS-TV Films. 

TV Time has been a heavy user 
of local participations in eastern 
markets. 
“Annie Oakley” series, the com- 


pany completes its national cover- 


age. 


Sherwin Robert Rodgers & Asso-| has appointed 
figure was 69%. In May, 1953,|ciates is the agency for TV Time. | York, to handl 


“ad- 
vanced the art and science of ad-| 
“become an| 


ARTIST'S TOY—T 
toy shop and | (2 sea is a fishbowl, 
but N. W. A.cr admen found a 
way to get a dramatic color photo 
of the navy’s new atomic sub. 


’ sub cost 69¢ in a 


Sub’s Restricted, 
But Admen Find a 
Model in Toy Shop 


PHILADELPHIA, July 1—A 69¢ toy 
provided the answer when admen 
wanted to photograph the Navy’s 
highly-secret atomic submarine. 

This month the Navy is releasing 
some information on its new sub, 
Nautilus, and is permitting man- 
ufacturers to mention in ads the 
parts they played in its construc- 
tion. 

One of these is Carrier Corp., 
whose agency, N. W. Ayer & Son, 
was preparing a Nautilus ad for 
Carrier air conditioning equipment. 
Reasoned the agency, other adver- 
tisers probably would use drawings 
because photos haven’t been re- 
leased. So a Carrier ad would gain 
impact if illustrated with a color 
photo. 


@ Ayer art buyer Edward W. War- 
wick recruited photographer Sol 
Mednick for sea duty. The answer 
to “how do you photograph some- 
thing that can’t be photographed” 
was found in a toy snop. 

A 69¢ plastic model of the sub- 
marine (made by Revell) was 
checked by The Electric Boat Co., 
builder ot the prototype, and ratea 
as not bad at all, Mednick liked it 
because it had enough detail to 
take it out of the unconvincing 
class. 

A 50-gallon fish tank, aquarium 
plants, additional underwater veg- 
etation made of paper and crinkled 
aluminum paper that reflected 
colored puddies of light into the 
tank provided the backdrop for the 
photo that will illustrate the Car- 
rier ad to break in the July 24 is- 
sue of The Saturday Evening Post. 


Airwaves Changes Name 
Airwaves Associates, southern 
raaio and television stauon repre- 
sentative, has -hanged its name to 
Clarke Brown Co. and simultane- 
ously expande offices and per- 
sonnel. ‘the company’s headquar- 
ters remain in fHiouston. Its Dalias 
office has bee: moved to Fidelity 


has been opene: 
ers, New Orle 
art, former ma 
o1tice of Paul 
meriy O. L. Té 
appointed to | 


s. Robert E. Stu- 
ger of the Dallas 
‘aymer Co. (for- 


d the Dallas of- 


fice. 
Rappaport to xzlkins & Holden 
George L. Re  aport, former art 


erson-McConnell 
ney, Hollywood, 
rt director in the 
ce of Calkins 


director at A 
Advertising A 
| has been name, 
_Los Angeles « 


Union Bldg., a> i a contact office | 
-n Claiborne Tow-| 


or Co.), has been | 
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Hills Bros. Allows Grocers Record 2'¢ for 
Coupon-Handling: P&G Has Punched Cards 


| CHICAGO, June 29—A study early 
‘this month by Safeway Stores 
showing that the chain loses about 
14%¢ om every manufacturer’s pro- 
motion coupon it handles (AA, 
June 7) bore two widely different 
|kinds of fruit last week. 

Procter & Gamble, Cincinnati, at 
whom the study was specifically 
aimed, responded with a new 
punched-card type of coupon de- 
signed for electronic counting 
which it says will allow faster han- 
dling .by the grocers and quicker 
reimbursement by the soap com- 
pany. 

More to the point of Safeway’s 
study, perhaps, was a coupon offer 
by Hills Bros. Coffee Inc., San 
Francisco. The first in the coffee 
company’s history, the offer al- 
lowed dealers 24%¢ for handling 
each of its 10¢ product-purchase 
coupons. 


a Hiils Bros. believes its dealer 
payment to be the highest ever by 
a major manufacturer, and a check 
of leading food chains by AA found 
grocery executives unable to re- 
call a similar offer, except for a 
few short-term introductory deals 
by local advertisers. 

Hills Bros. ran its first coupon 
last week as part of an ad placed 
in 500 newspapers, and describes 


\its 24%¢ allowance as part of a 
“long overdue” upward trend. 
“We were aware of grocer com- 
plaints that they lost money on 1¢- 
2¢ handling-cost allowances,” T. 
Carroll Wilson, v.p. in charge of 
advertising for Hills Bros., told AA. 
“We deal directly with retailers 
and, not wanting them to lose 
money in our first coupon venture, 
we set the allotment at 2\%4¢. 
“Retailers who are helping us to 
develop new customers for our 
coffee should not be penalized for 
their efforts, and Hills Bros. set 
its handling allowance to prevent 
any loss on their part,” he added. 


s According to estimates by chain 
store executives, the present level 
of coupon-handling allotments for 
dealers is somewhere in the 
neighborhood of 1142¢, with the Big 
Three soap companies (P&G, 
Lever Bros. and Colgate-Palm- 
olive) standing firm at 1¢ while 
the rest of the field is either pay- 
ing 2¢ or getting ready to. 

“All the companies except the 
Big Three soap firms now pay 2¢,” 
William D. Hadeler, executive sec- 
retary of the California Grocers 
Assn., told AA flatly. 

“Armour, Swift, Purex, etc., all 
pay 2¢,” he said. “Standard Brands 

(Continued on Page 45) 


Cuicaco, June 30—Despite lag- 
ging sales and attendance, an air 
of guarded optimism prevailed 
this week and last at the Interna- 


Rippey Merges with 
Kostka-Bakewell for 
New Denver Agency 


DENVER, June 29—Two Denver 
advertising agencies merged yes- 
terday. 

The new partnership is Rippey, 
Henderson, Kostka & Co., formed 
from Arthur G. Rippey & Co. and 
Kostka-Bakewell & Fox. Combined 
billings are estimated at $2,000,000 
annually. Headquarters are in the 
First National Bank Bldg. 

The agency is headed by a man- 
aging committee of three directors: 
Arthur'u. Rippey, Clair Henderson 
and William Kostka. Other part- 
ners in the firm are Gilbert H. 
Bucknum, Harry A. Lazier, H. 
Bond Badgley, Vernon R. Ewing, 
James S. Holme, Robert C. Whit- 
ney, George Bakewell Jr. and 
Revill J. Fox. Mr. Henderson is 
general manager and coordinator. 

William Kostka & Associates will 
continue as a separate public rela- 
tions firm. 


| LAURENCE T. KNOTT, advertising di- 


& rector of the Chicago Sun-Times, 


With purchase of the| 


has been elected a v.p. Mr. Knott 


\H effecti. 
olden, joined the staff of the Chicago Sun 


- July 1. 


| Jewelry Make > Wexton Co. | in 1943 as assistant advertising di- 
Albert Weiss . Co., New York Tector, was named advertising di- 
costume jewe . manufacturer,| rector in 1946, and subsequently 


‘exton Co., New| assumed the post of Sun-Times ad- 
's advertising. vertising director in 1950. 


Sales, Attendance Lag at Summer Market, 
Bui Furniture Men Look Forward to Fall 


tional Home Furnishings Market. 

Manufacturers estimated that 
sales ran from 5% to 8% behind 
last year’s June market, while at- 
tendance was believed to be about 
5% less than the usual 18,000 buy- 
ers. 

Summing up the market today, 
Donnell Van Noppen, Morganton, 
N. C., v.p. of Henredon Furniture 
Industries and chairman of the 
board of the Southern Furniture 
Manufacturers Assn., said that 
“good, steady business is expected 
in the fall.” 


# “Prices are firm,” he said, ‘‘de- 
signs are better, value is better 
and with retail stocks lower than 
normal, even a slight rise in retail 
sales will bring the factories or- 
ders that could soon deplete in- 
ventories and cause a shortage of 
furniture for quick shipment. 
There is a danger that buying at 
the market was too cautious.” 

Mr. Van Noppen pointed out 
that there was no eagerness to 
buy, and many retailers attended 
the market only to see what was 
going on. 

“Buyers,” he added, “shopped 
carefully. They took their time 
and came back several times be- 
fore actually placing orders. They 
seemed to be buying for a period 
of 30 to 60 days—not longer.” 


e Speaking on an unusually op- 
| timistic note, Roscoe R. Rau, exec. 
|v.p. of the National Retail Furni- 
| ture Assn., listed new home con- 
| Struction, a large disposable con- 
|sumer income and increased con- 
| Sumer savings as factors which 
|should spark an upswing in the 
furniture business. 

“As far as the consumer is con- 
|cerned,” he said, “the outlook is 
lexceptionally bright. There will 
be attractive prices on clearance 
and stock reduction sales during 
the next couple of months, fol- 
lowed in the fall by the best values 
and most colorful furniture ever 
offered.” 

Mr. Rau said stores will do well 
if they use the following devices 
and techniques: 

1. More in-the-home selling. 

2. Heavy concentration on di- 
rect mail advertising. 

3. Attention-getting devices in 

(Continued on Page 20) 
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Advertising Age, July 5, 1954 


Corrado Predicts | 
4,600,000-Gallon 
Liquor Sales Drop 


New York, June 29—Liquor 
sales will approximate 190,000,000 
gallons for 1954 if consumption for 
the remainder of the year continues 
at the first quarter rate, according 
to the latest beverage industry 
trends report of True, released to- 
day. 

The report, prepared by Benja- 
min W. Corrado, liquor consultant 
and statistician, shows that first 
quarter consumption in °54 was 
40,935,211 gallons compared with 
42,890,916 gallons in the first quar- 
ter of ’53. Total sales for 53 were 
194,663,221 gallons. 

Distiller shipments for the first 
quarter of °54 were down 6.2% 
(36,210,022 gallons in ’54 compared 
with 38,603,485 gallons in ’53), 
which is believed to be an inven- 
tory reduction by retailers, since 
actual consumer sales in monopoly 
states were down only 1.3%. It is 
estimated that retail inventories 
were probably reduced about 1,- 
500,000 gallons. 


James Shryock 


ABC Elects Shryock 
President: Creates 
Two V. P. Positions 


Cuicaco, June 29—James N. 
Shryock, exec. v.p. and managing 
director of the Audit Bureau of 
Circulations, has been promoted to 
president and managing director. 
He succeeds William A. Hart, di- 
rector of advertising of E. I. du 
Pont de Nemours & Co., who will 
continue as board chairman. 

In addition to the position of 
paid president, the board of direc- 
tors has established two v.p. posts 
on the bureau’s management staff. 

Promoted to these new positions 
are William F. Hoffman, formerly 
an assistant managing director, and 
Alan T. Wolcott, director of public 
relations. Mr. Hoffman joined ABC 
in 1916; Mr. Wolcott came to the 
organization May 1. 

Other changes include the re- 
signation of Lisle Baker Jr., v.p. 
and general manager of the Louis- 
ville Courier-Journal and Times, 
from the board of directors, where 
he has served since October, 1949. 

Mr. Baker’s directorship, which 
would have expired in October, 
1954, will be filled by Harold Shu- 
gard, associate publisher, St. Paul 
Dispatch-Pioneer Press. He will 
serve until the next annual meet- 
ing. 


= This inventory reduction hit 
brandy the hardest, the report says. 
First quarter shipments of this 
product were reported down 
15.4%. Blends were down 12.5%; 
bonded whisky was off 7%; rum 
was down 7.5%, and cordials and 
cocktails were down 9.4%. 

Imports, the report says, not 
only withstood the drop in business 
during the first quarter but actual- 
ly showed a gain of 2.4%. Scotch 
was up 3.3% during the period, 
and Canadian whisky was up 2.7%. 

Beer sales were off 4.4% during 
the first quarter. This represents a 
loss of 791,000 barrels. True attrib- 
utes this drop also to inventory re- 
ductions. Wisconsin brewers drop- 
ped 27.1%; New Jersey brewers 
were down 8.5%, and New York 
brewers were down 5.1%. Missouri 
brewers enjoyed a sales increase of 
3.7%, reflecting continued gains by 
such brewers as Anheuser-Busch. 

Commenting on recent reports of 
possible price reductions in na- 
tional beers, True points out that 
competition for the relatively stat- 
ic market has become more in- 
tense, and brewing capacity this 
year will be about 4,000,000 barrels 
more than in 1953. 


bath preparations as bath cosmet- 
ics. 

Products to be featured in the 
national campaign will be Superbe 
Beauty bath crystals, Superbe 
Bubbling bath oil, Bath Superbe 
soap, Superbe After Bath Fresh- 
ner skin astringent, and Superbe 
deodorant bath powder. 


Wrisley Promotes Its 
Bath Preparations in 


National Campaign . 


Cuicaco, June 30—A full-page 
ad in the Aug. 1 issue of Vogue 
will launch Allen B. Wrisley Co.’s 
new theme, “There’s No Stopping 
You When You Start with Wrisley 
Bath Cosmetics!” 

This is the first time the com- 
pany will try to focus national 
consumer attention on its line of 


= Promotional aids to drug chains 
and department stores will include 
publicity releases, merchandising 
ideas, reprints of the Vogue ad and 
radio spots. 

Wrisley has already begun fea- 
turing its new theme on an ex- 
perimental thrice-weekly tv show 
in the Chicago market, “Charm Sa- 
lon.” It features Pat Stevens in a 
program of beauty aids and sug- 
gestions. If successful, the show 
will be expanded to other markets. 

Fulton, Morrissey Co. is han- 
dling the advertising. 


Poece's mo tagging you.,.whem Yow start wilh... 


Dole Takes ‘Linkletter’ Spot 

Hawaiian Pineapple Co., San 
Francisco, will sponsor the Fri- 
mm |day 2:45 to 3 p.m., EDT, segment 
‘\of the “Linkletter House Party” 
_| (CBS-TV), starting July 30. Time 

for Dole, which replaces Bauer & 
Black, was bought through N. W. 
Ayer & Son. 


La Rosa Named President 

Peter La Rosa, president of V. 
La Rosa & Sons, Brooklyn, has 
been chosen president of the Na- 
tional Macaroni Manufacturers 
Assn. He has been a director of 
the organization for the past 18 
years. 


Wrigley Buys Radio Time 
William Wrigley Jr. Co. (Arthur 
x . |Meyerhoff & Co.), Chicago, has 
suPeRB—This full-page color ad in|} ought 16 nighttime half hours to 
the Aug. 1 Vogue will launch Wris- pe filled by “Gangbusters,” 
ley’s drive to spotlight its bath «Broadway Is My Beat” and “FBI 
amas in Peace & War” on CBS Radio. 


Keenan oth agers ier 
ee amet Fe Be 


| Lack of National 
Ads Closes Single 
Houston UHF Outlet 


Houston, June 29—This city’s 
only u.hf. station, KNUZ-TV, 
folded last Friday after about nine 
months’ operation, a prey to a star- 
vation diet of national advertising. 

The station had plenty of local 
advertising, President Max Jacobs 
said, but could not get the nation- 
al advertising which accompanies 
network programs. The radio sta- 
tion, KNUZ, is not affected. 

Within the past month the sta- 
tion protested to the Federal Com- 
munications Commission that 
KGUL-TV, which is nominally in 
Galveston, had not only _pre- 
empted the Columbia Broadcasting 
System shows for the Houston area 
but was denying KNUZ rights to 
the second-choice or third-choice 
network show of the hour. 


= Before KNUZ-TV opened last 
fall, the Houston area had fewer 
than 2,000 u.h.f. sets. Officials of 
the station now estimate that about 
85,000 sets—about one third (or 
better) of the total number of sets 
in the KNUZ receiving area—are 
equipped to receive u.h.f. pro- 
grams. 

The Houston Post estimated that 
the loss of the only u.h.f. station in 
Houston was costing televiewers 
$3,000,000 in their investment in 
now-useless u.h.f. converters and 
antennas. 

However, two other u.h.f. sta- 
tions are authorized for Houston. 
Radio Station KXYZ, owned by 
oilman-hotelman Glenn McCar- 
thy’s Shamrock Broadcasting Co., 
has gotten an extension from the 
FCC toward getting on the air later 
on Channel 29, and a Dallas syndi- 
cate has righis to Channel 23. 

The equipment and studios of 
KNUZ-TV may be taken over by 
the combine which is preparing to 
go on the air with a v.h.f. station 
on Channel 13. President John T. 
Jones Jr., publisher of the Hous- 
ton Chronicle, said use of KNUZ 
facilities may put them on the air 
by December. 


GF Names White Maxwell A.M. 

General Foods Corp., White 
Plains, N. Y., has appointed 
George E. White advertising and 
merchandising manager of the 
Maxwell House division. He will 
be in charge of the division’s ad- 
vertising and promotional activi- 
ties as well as product planning 
and development. He joined Gen- 
eral Foods in 1929 as a plant 
chemist and most recently was 
production manager for the Max- 
well House division. 


Bogart to Join Calkins 

George B. Bogart, for eight years 
a v.p. of J. R. Pershall Co., Chicago, 
will join Calkins & Holden, Chi- 
cago, as am account supervisor 
Aug. 1. 


HORIZONTAL KID--Conforming to 
stacking practices in_ retailers’ 
freezer bins, this new label for 
Campbell’s frozen soups, designed 
by Lippincott & Margulies, features 
the return of the Campbell Kids to 
a label after 30 years’ absence. The 
familiar brand-name script and the 
red and white color split have been 
retained for consumer identifica- 
tion purposes. 


Senate Seeks to 
Curb Sponsored 
Hearings on TV 


WaAsHINGTON, June 30—The Sen- 
ate rules committee spent two 
days this week listening to sena- 
'tors who say that television sta- 
# tions and networks should not be 
|permitted to offer televised con- 
\gressional hearings for sponsor- 
ship. 

Sen. Wallace Bennett (R., 
(left), president of Macfadden Utah), spokesman for 37 senators 
Publications, presents a gold watch |P@cking the anti-sponsorship res- 
to Nate Grabin of True Story olution, conceded under question- 

, ‘ , : ing that he prefers complete elim- 
Women’s Group's Chicago office.| ination of telecasting of hearings. 
Mr. Grabin is the first salesman in| A number of other senators also 
the company’s history to sell over | testified that they feel televising of 
$100,000 worth of business in a|hearings upsets orderly procedure 

single month’s issue. and is unfair to witnesses. 

Meanwhile, Ralph Hardy, v.p. 
of the National Assn. of Radio & 
Television Broadcasters, said to- 
day that NARTB has asked to ap- 
pear before the rules” group. 


of 38 Art Directors 
NARTB will oppose any restric- 


Awards in Boston tion on broadcasting or telecasting 


Boston, June 29—Eight of the|°f public hearings, including the 
38 awards in the annual Art Di-|SPonsorship provision. The associ- 
rectors Club of Boston advertising| @tion takes the position that a re- 
art exhibit were won by one agen-|Striction of this type would be a 
cy—Bresnick Co. discrimination against broadcast 

Bresnick won two Gold Medal| Media. 
awards and six certificates of mer- ~ 


it. = In his appearance before the 
Other multiple award winners|rules subcommittee, Sen. Bennett 
were Hoag & Provandie (two); H.|said the sponsored telecasts “pros- 
B. Humphrey, Alley & Richards|titute the legislative process” and 
(two); Sutherland-Abbott (two).|expose congressmen “to new pres- 
Gold Medal winners in the 13) sures.” 
categories in which awards were| The band of 37 senators—24 Re- 
Gamer, magazine, design—Bresnick puatonne and 1S Seen aae 
Co., agency; Garland Knitting Mills, ad- lined up for the resolution after 
vertiser; Leonard Karsakov, art director; Sen. Bennett took the Senate floor 
Marty Bauman, artist. and complained that the Army- 
Consumer magazine, art—Bresnick; Se- McCarthy hearings raised serious 
Siesta tuned ri — vat oe questions for the future. 
Direct mail, design—Abbott Kimball 


Co.; Strathmore Paper Co.; M. Peter Pi-|g Sen, Bennett acknowledged that 
enne. 


Direct mail, art—Ingalls-Miniter Co.; he had no information of abuses as 
Charlestown Savings Bank; Joseph May-|@ result of the decision to permit 
—_ ate Lemery. sponsorship of the Army-Mc- 

torial, design—Lane Press, producer; i i 
Print Magazine; Frank Liebman. reesleed neering. Noting that the 

Editorial, art—Fannell Studio; Chila|[€@TIng was sponsored on one 

Life Magazine; Mark Kelly. Washington station by a newspa- 


Newspaper, design—R. H. Stearns Co.,| per, he said this type of sponsor- 
advertiser; Elizabeth Fraser, artist. 


ship seemed appropriate. “ i 

Newspaper, art—Batten, Barton, Dur- en b e npr m= 
stine & Osborn; Old Colony Trust Co.; € remembered that once the 
Arthur Wolfrum; Mark Kelly. door has been opened the Senate 
Bg) gery Donnelly & Sons;|has no control over who chooses 
oston amber of Commerce; Jacques j j 
Saslue: Mian teen i pick up the sponsorship of the 
Point of sale, design—Baker Studio; earings. The passage of time 
Sylvania Electric Products Inc.; Thomas | Might see sponsorship of hearings 
oe: neg es i. aie ie gravitate necessarily toward those 

elevision, ar ree eters; - j 
ev, tebent teases, parties whose large wealth per- 
Trade magazine, design—Cooney & Con- mits them to dominate tv sponsor- 
nor Advertising; Fluid Systems; Ray | Ship today,” he said. 
Cooney; Sante Graziano. The decision to i 

Trade magazine, art—Sutherland-Ab- shi was mad en eee 
bott; American Optical; J. S. McEvoy; P © midway through 


Edmund Colgan. (Continued on Page 6) 


Male Cigaret Smokers Were Increasing in 
Early Months of ‘54, Spokane Survey Shows 


SPOKANE, June 29—Earlier this|Strike with 19.5% and Old Gold 
year, when the lung cancer scare| with 12.1%. 
was only a small cloud on the cig-| The number of women smokers 
aret industry’s horizon, the number | declined from 32.1% in 1952 to 
of male smokers in this city and|31.1% at the start of 1954. Camel 
suburbs was increasing. again was the leading brand 

According to the “1954 Consumer | among women smokers with 18.9% 
Analysis of the Spokane Market,” |naming it as their favorite, while 
sponsored by the Spokane Daily | Lucky Strike was in second place 
Chronicle and Spokesman-Review,|with 15.2% and Pall Mall was 
53.8% of the male respondents /|third with 13.8%. 
were purchasing cigarets, com- 
pared with 51.4% in 1952. = For the first time, the survey 

Conducted by R. L. Polk & Co.,| covered ownership of television re- 
the survey covers personal inter- | ceivers, and 60.2% of the respond- 
views of families in this city and | ents have tv sets. RCA was the 
12 representative cities and towns | leading brand with 10.9%, followed 
in the nearby area. Similar studies|by both Admiral and Hoffman 
were carried out from  1947|\ with 9.1%. 
‘through 1952, but no survey was, Regarding home _ ownership, 
made in 1953. Interviews for the 69.4% of the questioned families 
1954 market study were made be-| own their own homes and the re- 
tween Jan. 6 and Feb. 12. mainder are renters. Of the total 


| 


$100,000 SALE—Irving S. Manheimer 


Bresnick Wins Eight 


| 


| A total of 30.1% of the male number of respondents, 12.2% are 
|smokers named Camel as their|planning to buy or build new 
| (Continued on Page 20) 


‘favorite brand, followed by Lucky 
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Copeland Succeeds 
Donaldson as Ford 
Creates New Ad Post 


(Continued from Page 1) 
to the fact that the company next 
fall will go into institutional ad- 
vertising “much heavier” than in 
the past. Details of the expanded 
program were being kept under 
wraps, but the car maker has an- 
nounced it will co-sponsor (with 
RCA) a series of 13 colorcasts on 
NBC beginning Oct. 18. Ford’s tab 


for the show will be well over $1,-. 


000,000 (for talent and production, 
with time charges additional). It 
is expected, however, that most 
media will carry Ford institutional 
copy. 


= Along the institutional line, Ford 
ran the “American Road” series 
from November, 1951, to August, 
1953, using Life, Look, Newsweek, 
The Saturday Evening Post and 
Time, and an occasional newspa- 


Robert Copeland 


per. It spent about $2,500,000 for 
the space and more than $235,000 
for production in that effort. 

Mr. Donaldson, who played a big 
role in producing the $500,000 Ford 
50th anniversary tv show last year, 
moves into a job that previously 
had been handled by Mr. Moore as 
part of the office of public rela- 
tions. Mr. Donaldson is the first 
individual to get the title of direc- 


tor of institutic 
is chairman o! 
Assn. of Nation 

Mr. Copelar 
1943 as adver 
the Lincoln-M 


il advertising. He| 
he board of the 
Advertisers. 
joined Ford in 
ing manager for, 
cury division. In) 
1953, he was med manager of| 
advertising, se s promotion and 
training for th division. He came 
to Ford from the agency field, 
having been ) troit manager of 
Kudner and |» ten, Barton, Dur- 
stine & Osbor: cde has been a di- 
rector of the .. vertising Federa- 
tion of Americ. 

T. Jack Hen: . now advertising 
manager of the Lincoln-Mercury 
division, succe is Mr. Copeland. 
Mr. Henry is: former v.p. of N. 
W. Ayer & So: and head of the 
agency’s Detr». office He joined 
the auto maker « year ago. 


‘Kaplan Joins «ilm Company 

_ Cy Kaplan, ormerly with Gen- 
eral Teleradio Hartford, has been 
named to the sales staff of Televi- 
sion Programs of America, New 
| York, tv film distributor. 


1.310000 


IOWA PEOPLE 


read THE 
DES MOINES SUNDAY 


REGISTER 
(more than 500,000 copies) 


and what a market for your products! 


They marry — 80%. 

They own their homes— 70%. 
And 70% are busy raising families of three 
or more members! 


. . . as reported by the Advertising Research Foundation in its first 


statewide audience study of 14 Sunday newspapers circulating ‘+ Iowa. 


For complete facts on where these people !ive, what 
they earn, what they own, see “A Study o The Des 
Moines Sunday Register Audience in I. .a.” For 
details on how to get your copy, write 4. vertising 
Research Foundation, Inc., 11 West 42:.. 
New York 36, New York. 


THE DES MOINES SUNDAY REGISTER 


..-an "A" Schedule Newspaper in an “A-I" Market 
GARDNER COWLES, President 


Street, 


Advertising Age, July 5, 1954 


Highlights of the Week’s News 


Block Drug Co. ad manager George 
Abrams tells how and why Har- 
ry B. Cohen Advertising was 
picked for the $3,000,000 Amm- 
i-dent account 


Four basic reasons why advertis- 
ing is essential to the U. S. eco- 
nomy are outlined by Kenyon & 
Eckhardt’s Thomas Brophy for 
Ad Assn. of the West mem- 
bers 


Hills Bros. boosts payment to gro- 
cers handling its promotion cou- 
pons to 2%¢; P&G offers a 
new system to count the cou- 
pons 


Sales are weak, but furniture men 
attending the International 
Home Furnishings Market ex- 
pect good business to begin in 
the fall 


Senators propose a ban on spon- 
sorship of televised hearings, but 
the real aim is to ban video 
coverage 


Houston u.h.f. station folds, giv- 
ing a lack of national accounts 
as the reason and charging that 


Advertising Market Place ....48 
Chain Store Sales ............ 42 
Coming Conventions ......... 36 
| Creative Man’s Corner ....... 38 
Dept. Store Sales ............28 
are 12 
Employe Relations .......... 40 
Eye and Ear Dept. ........... 39 
Getting Personal ............ 16 
Looking at Retail Ads ....... 40 


a competitor kept it from getting 
CBS programs 
Test campaigns for a new face 
powder will be speeded up by 
Lady Esther with ads scheduled 
to break in 41 big city markets 
St NE is vu Gasaneea Page 11 
Retail newspaper rates—and may- 
be all ad rates—are too low, AA 
says in an editorial, adding that 
this leads to wasteful use of 
space 
Air Force has $1,200,000 and is 
looking for an agency to help 
spend it for recruiting ..Page 16 
Brandy sales reach an alltime high, 
but cognac producers contend 
the over-the-bar price must be 
lowered if they are to expand 
the market 
Opinion research can be accurate, 
providing the right questions are 
asked, research experts say in 
reply to E. B. Weiss’ comments 
on its limitations 
Auto dealers had a good year in 
1953, says the Federal Reserve 
Board, with 5,000,000 car sales 
setting a record second only to 


REGULAR FEATURES 


1950's 5,300,000......... Page 42 
Magazine Linage ............ 31 
CUNGMARIOS oc ccc cc 24, 47 


On the Merchandising Front . .38 
Photographic Review 
Production Tips 
po re 12 
Salesense in Advertising 
This Week in Washington .. .4% 
Voice of the Advertiser 
You Ought to Know 


* GREENSBORO, NORTH CAROLINA 
| @ Represented by Jann & Kelley, Inc. 


@eeeetege#erteeeee#e#ee#e#ereee?sseeseeee ®@. 


This is the size we use in the 
Growing Greensboro Market!" 


SMOOTHLY-OILED SELLING IN THE SOUTH always in- 
cludes the Growing Greensboro ABC Market in the South’s 
No. 1 State ... This bustling, hustling, sales-packed market 
accounted for 1/5th of North Carolina’s $3-billion total retail 
sales in 1952... All along the line, in sales of foods, drugs, 
general merchandise, furniture, and automotive—the Growing 
Greensboro ABC Market rings up 1/5 of the state’s sales— 
made by 1/6 of North Carglina’s people who live in this thriv- 
ing major market . . . Fastest. and most economical way to 
reach these buy-minded folks is through the 100,000 daily cir- 
culation of the GREENSBORO NEWS and RECORD 


Only medium with dominant coverage in the Growing Greensboro 
ABC Market, with selling influence in over half of North Carolina! 
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To; 


Harry Phillips 


From: Bill Holman 


Weekly Report -- July 5, 1954 


Here's a 'f111-in on what went on while you were away. 


l. 


2. 


3. 


4. 


5. 


Orders in the house today, including '55 tusiness and back 
covers, have now passed the $-million mark. 


We have just had our first four-color closing date -- that 
for the August 16th issue. It now looks as though Vol. 1, 


No. 1 is & sell-out, and we will have to go to 144 pages 
plus covers, broken down like this: 


Fditorial: 13 pages four-color, 59 black-and-white 
Advertising: 29 pages four-color, 47 black-and-white 


(Incidentally, I miscalculated and the forms work out so that 


we have room for one more four-color page, just in case you 
have any ideas). 


At the newsstand convention, Bob Cowin announced that we already 
have 250,000 charter subscriptions on the books. 


He plans newsstand distribution at first in only the top 50 


markets across the country, plus selected resort areas until 
after Labor Day. 


Y.&.2. now has in the works the ad announcing the names of all 


our charter advertisers. This shonld help promote some added 
business in the early issues. 


The merchandising department has just prepared a booklet on the 
charter advertiser plan. It shows how top stores tied in with 
our first announcement ad and oatlines our program to help 
merchandise the ad campaigne of our charter advertisers. Copies 
should be in the salesmen's hands later this week. 


If the enthusiasm of our friends means anything, we have had 

some encouraging locker room reports from out-of-town salesmen 
that confirm what our men have said here in N.Y. Their fellow 
club-members keep coming up to them, telling them they've sent 


in their subscriptions, and are looking forward to the first 
4ssue of SPORTS ILLUSTRATED. 


Lu + | 
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to increase sales...and decrease costs 


> advertise more in newspaper: in ’54 


George J. Abrams, Advertising Manager of 
Block Drug Company has this to say about 
newspapers, “Nothing compares with news- 
papers for telling a newsworthy advertising 
story quickly and effectively. In every case 
where we had launched a new Block Drug 
product, the introduction was accomplished 
through newspaper advertising and with sub- 
stantial sales volume directly traceable to this 
newspaper advertising.” 


Published in the interest of all newspapers by 
Moloney, Regan & Schmitt 


George J. Abrams 
Representing Newspapers Only 


Block Drug Company 


Senaie Seeks to 
Curb Sponsored 
Hearings on TV 


(Continued from Page 3) 
the Army-McCarthy hearings, 
when stations and networks ex- 
plained that time used for the 
hearings might run into millions. 
Neither DuMont nor American 
Broadcasting Co., which carried 
the hearings live, succeeded in ob- 
taining a national sponsor, but in- 
dividual stations of both networks 
reported sponsors who were will- 
ing to abide by the committee’s 


i |restriction confining the sponsor’s 


messege to little more than iden- 

tification. Tabulations indicate that 

total radio and tv time used for 

Army-McCarthy live broadcasts 

and rebroadcasts may have ex- 

[ceedea $10,000,000 at card rates. 
Sen. 


Bennett expressed fear 


. a’ 
—— ang ren 


/ 
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The American Weekly creates 


°NTHUSIASM” 


Your ship comes in when you sell America’s mon. ‘ed middle millions— 


through the pages of The AMERICAN WEEKLY. Editoria’. keyed 


to the enthusiasms of the most powerful bi» ing force in America 


—the middle income group—it’s read each wee: by better than 
one out of every five American familie 


The 


ERICAN WEI KLY 
* ENTHUSIASM is interest raised to the buying pitch! 


THE AMERICAN WEEKLY, 63 VESEY STREET, 


NEW YORK 7, 


Advertising Age, July 5, 1954 


HERMAN C. STURM, formerly adver- 
tising and business manager, has 
been promoted to the new post of 
advertising director of Business 
Week. John M. Holden has been 
named advertising manager and 
Richard E. McGraw, business man- 
ager of the publication. Mr. Holden 
formerly was Detroit district man- 
ager, and Mr. McGraw previously 
was manager of advertisers service 
of Business Week. 


that sponsored hearings might 
“unleash a flood of corporate 
funds for political purposes in a 
smooth evasion of present law.” 


® In addition, he expressed the 
opinion that telecasts are undig- 
nified and distracting. “We have 
seen dignity stretched to the point 
where accolades have been given 
to a motion picture whose pro- 


/moters were lucky enough and 
,astute enough to provide a model 


ship at the proper time to win a 


two-channel blessing from’ the 
chair.” 
Appeals to the unseen “jury” 


caused the introduction of many 
irrelevant “but newsy” side is- 
sues, and extended to 36 days a 
hearing which might have been 
completed in 10 to 15 days, he 
said. 

“Protracted hearings would place 
a premium on demagogery and 
reward brashness,” he said. “Each 
day would seem to demand a new 
crisis of some kind to reward the 
listening faithful. Sober delibera- 
tion in this context might be re- 
garded as reluctance or incompe- 
tence. Personalities, not issues, 
would be the focal points of in- 
terest and the moving causes of 
action. Antipathies would be gen- 
erated which the parties would 


pony required to perpetuate lest it 


| be construed as retreat... .”’ 


| = Denying that he is attempting 
to draw “the veil of secrecy” about 
| the chamber, he said normal chan- 
nels, including television, would 
still be open. 


“The people have a right to 
know. But the people also have 
a right to preserve their Senate as 
|a public body of integrity, free 
from commercialization and the 
subtle, but nevertheless degrading, 
change it would work upon the 
constitutional process.” 

None of the senators who partic- 
ipated in the Army-McCarthy 
hearing were listed among those 
‘who have joined in the anti- 
sponsorship rule. 
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YOU CAN’T PREDICT 
the day when someone 
will accuse you of 


LIBEL OR SLANDER 


ADVERTISERS * AGENCIES * CLIENTS 
all can have 


INSURANCE 
against this hazard, at very little expense. 


It's smart to have our special policy 
AND BE PROTECTED 


WRITE FOR DETAILS AND RATES 


EMPLOYERS REINSURANCE 


i CORPORATION — 
as INSURANCE EXCHANGE | 
KANSAS CITY, MISSOURI 
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| VA 6-5300 One of our com- 


petitors recently phoned us: “What makes 


' 


you so sure the Post is read by every 
= =member of the family?” We’re glad he 


asked. Our facts are from a survey called 


“The Measure of a Magazine,’ the most 


comprehensive study of magazine reader- 
ship ever undertaken. We’ve just sent our 


competitor a copy. If you haven’t seen 


it-and you should-call sesame: 


How the Air Force Woos 
Uneasy Wives 
By LAND KapEnt 


THE MOST FAMOUS STRIKE-OUT 
Ae July 3.1934 — 36 edmeemened 
VA 6-5300: The Saturday 
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Ross Originals 


Ross Originals to Christopher | Agency, Chicago, to handle its ad- ; k 
igi , Chicago manu- | vertising. Newspapers, fashion V ac ers, 


facturer of ladies’ apparel, has} 


magazines and trade papers will 
appointed Robert Christopher be used. 


NARTE Decide 


Hitch Your Sales to a Pony And Watch Him Pull for You! 


What are you promoting .. . food, drugs, tooth- 
paste, dairy products, candy? Whatever it is, if it’s 
@ consumer item and children use it too, you'll 
never believe the downright magnetic drawing power 
of a “‘Give-a-Pony’’ promotion. Free Ponies always 
have, and always will, lead the sales promotion 
parade ... with parents, too! You'll see here the 
ultimate in store-traffic stimulation. 

A Pony is very inexpensive compared to the amount 
of interest you will create with any other prize. 


Everything Complete... 
You're Ready to Go 


2-color 41 x 54 Posters . . . 2 color 14 x 28 a 
and wire hangers . ne wWspaper mats... 
stuffers . ... handbills . . . entry blanks for % 
types of successful contests. Furnished at a frac- 
tion of your cost of preparation. Ready for your 
own special imprint. 

Please state type of product or business you’re 
planning a promotion for .. . 

One or a thousand available immediately. 


Get the full story today . . . write or phone 


Fashion Club Shetland Pony Sales Co. 


749 Rush St. + Chicago 11, Ill. + DEL. 17-7566 


to Get T :gether 


(Continue from Page 1) 
advertising su; »ort but with each 
other for tv s ‘tion support. 

Both the N.iRTB board mem- 
bers and the »>° me promoters of 
the TvAB (in . couple of cases 
they were the ..me men wearing 
different hats) agreed that tele- 
vision needs ay aggressive bureau 
to battle for its share of the ad- 
vertising dolla’ They also agreed 
it would be tremely wasteful 
and ineffectua to have two tele- 
-'vision adverti::ng bureaus. 

(8 QE eee ged TT 


= The “mergce:” meeting was at- 


Lawrence H. 


Roger W. representatives gave in. 


tended by Fichard A. Moore, 
KTTV, Los Angeles; 
Clipp, WFIL-TV, Philadelphia; | 


(Bud) Rogers II,) 


WSAZ-TV, Huntington; Henry W.}| 
Slavick, WMCT, Memphis, and 
George B. Storer Jr., Storer Broad- 
casting Co.—all as representatives 
of TvAB. NARTB was represented 
by Clair R. McCollough, WGAL- 
TV, Lancaster, Pa., chairman of the 
NARTB tv board; Kenneth Car- 
ter, WAAM-TV, Baltimore, and 
Harold W. Fellows, president of 
the association. 


® Wishing to avoid an industry 
schism, the TvAB organizers, who} 
had originally insisted on a bureau | 
to promote national spot and local 
television, with the networks in- 
cluded only as station owners, 
agreed to revise their thinking and 
accept the networks as full mem- 
bers of the video promotion outfit. 

In turn, these station men in- 
sisted that the all-industry bureau 
get going in time for fall business 
and that it be independent of all 
other associations from the outset. 
On these two points the NARTB 


Previously NARTB’s tv board 


N ATION A LE. 
Highway Advertising 


costs only 10¢ per 1000 


net read-remembered impressions! 


For only 10¢, your brand name, trademark and selling slogan are read—and remembered—1,000 
times when you use NATIONAL Highway Advertising. You get this effective advertising at the 
lowest cost of any mass media because 46,500,000 families drive the American highways fre- 
quently. Accepted methods of computing costs prove you get this low price per net impressions 
when you use NATIONAL maintained Highway Advertising with SCOTCHLITE ® brand reflective 
sheeting. Write today to NATIONAL Advertising Company for details. 


Copyright 1954, National Advertising 


Company 
NATIONAL HIGHWAY ADVERTISING 


NATION AL 
Advertising Company 


WAUKESHA, WISCONSIN 
A Subsidiary of Minnesota Mining and Manufacturing Company 


. 19 Sales and Service branches serving the entirs nation. 


DELIVERS YOUR MESSAGE TO THE 


PEOPLE AT THE LOWEST 


GRANT ATKINSON has joined the 
Chicago staff of Campbell-Mithun 
as director of radio and television. 
Mr. Atkinson formerly was a de- 
partment head, writer and produc- 
er at Kling Studios Inc., Chicago. 


tising Bureau would be launched 
in the pattern set by the Broadcast 
Advertising Bureau, which began 
life temporarily under the wing of 
NARTB and then went out on its 
own. There also was an indication 
that the bureau’s activation would 
await the completion of tv circu- 
lation studies to be made by Alfred 
Politz Research Inc., because, as 
Mr. McCollough said, “we should 
know what we have to sell before 
we set about selling it.” 


= Thus for the sake of industry 
harmony, both factions gave a 
little and agreed to start from 
scratch on plans for a tv promo- 
tion organization. An all-industry 
committee was named to get plans 
for the “merged” bureau rolling. 
The five members from the 
NARTB faction are Messrs. Mc- 
Collough and Carter; Campbell 
Arnoux of WTAR-TV, Norfolk; 
Wid (Bud) Rogers, KDUB-TV, 
Lubbock, Tex., and Merle Jones, 
v.p. of CBS Television. The latter 
will give the networks a role in 
the formation of the bureau. The 
TvAB faction will be represented 
by the same five men who ne- 
gotiated the “merger.” 

This 10-man committee will 
meet July 22—probably here—to 
begin work on by-laws, organiza- 
tional details, etc., for the new bu- 
reau. Although this group will start 
planning with a blank piece of 
paper, it undoubtedly will make 
use of work already done on the 
project by NARTB and TvAB 
planners, for background at least. 


F. W. Prelle Co. Adds Two 

F. W. Prelle Co., Hartford, has 
been appointed to handle adver- 
tising for the fuel injection division 
of Hartford Machine Screw Co., 
maker of Roosa master fuel injec- 
tion pumps for diesel engines, and 
Packer Machine Co., Meriden, 
Conn., manufacturer of automatic 
machines for buffing, polishing 
and deburring. 


Hayes-Endler Adds One 
Hayes-Endler-Brown Inc., New 
York, has been appointed to han- 
dle advertising for Millionaire 
Bedding Shops, Brooklyn. News- 
papers and television will be used. 


Agency Names Johnson V. P. 
Howard S. Johnson, director of 
public relations of Cunningham & 


Cost 


Walsh, New York, has been elected 
a v.p. of the agency. 


5138 Police Chiefs buy: 
Office Systems 


Py, 4 . 2 
1475 Broadway, New York City 
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Today's shoppers serve 


SQ| SCT\ Ice themselves to 80% of 


the food products they buy. An all-purpose oil 
and liquid 
Outdoor Advertising shows the product exactly ae B Shortening! 


as it appears in the store and delivers vital, lasting 


messages before the selection is made. 


KRAFT FOODS COMPANY uses Outdoor Advertising for effective 


coverage of food buyers the year round, ASK YOUR ADVERTISING AGENCY ABOUT OUTDOOR ADVERTISING. 


outdoor advertising reaches the most 
people — most often — at lowest cost 


THE STANDARD GROUP OF OUTDOOR ADVERTISING COMPANIES 
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CL Ege eee 
important toy outlets 


. 98-page booklet on MARKETING. 


and MERCHANDISING OF TOYS © 


ec GUIDE TO BUYING TIME — depart- 


ie Sd Mares, wholesalers and chains 


; List of more than 300 FACTORY 
| REPRESENTATIVES 

‘ Direct mail bulletin, TIPS TO TOY- 
e _ SUTERS—toaturing toy items man- 


TO MAKE YOUR 


ADVERTISING MO‘ E EFFECTIVE 


CHICAGO 1, 


ONLY TOYS and NOVELTIES 
OFFERS ADVERTI:.cRS MORE 
IN SPECIAL SER\ ICES — 


ohe step tu her 


7 | N Michigan Avenue 


NEW YORK 1., 200 ‘hth Avenue 


Advertising Age, July 5, 1954 


Furniture Stores Organize First Citywide 
Promotional Group, Set $1,000,000 Budget 


CHICAGO, June 29—In the furni- 
ture industry’s first attempt to 
carry out a cooperative promotion- 
al campaign un a citywide basis, 
175 retail furniture stores in this 
city are about to launch the 
“Greater Chicago Plan,” with an 
annual ad and public relations 
budget that is expected to total 
$1,000,000. 

Behind the plan is the Better 
Home Furnishings Council of 
Greater Chicago—a group which 
was organized under the leader- 
ship of Leonard W. Stratton, v.p. 
of Wieboldt Stores Inc. 

The council was organized more 
than a year ago to use advertising 
and public relations to sell the 
public on the importance of pur- 
chasing home furnishings from 
legitimate furniture stores. Depart- 


LOS ANGELES 17, M27 Wilshire Blvd. 


Tel. ORegon 5-1566 


ment of Commerce statistics have 
. MAdison 6-3614 ‘revealed that retail furniture mer- 


The ‘Trees now set the advertising budget 


Ripe olives at table 


— thus the problem of marketing ripe olives is simplified 


It’s tough enough to expand 
your inarket when you know in 
advance how many “‘units”’ you'll 
have to sell. But when supply varies 
unpredictably due to Nature, the 
problem’s doubly difficult. 


A case in point: the California 
ripe olive industry. One year the 
trees produce as many as 70,000 
tons; another year, less than half 
of that. And always there is the 
threat of consecutive heavy crops 
that could add up to disastrous 
carryover. 


Relatively few people knew about 
ripe olives—and most of these lived 
in the Pacific Coast area. There 
just weren’t enough people in this 
one region to absorb a bumper crop. 


To educate people all over the 


United States to appreciate the 
many delicious ways of eating ripe 
olives, the growers and canners 
organized an Olive Advisory Board 
under a state marketing act. To 
provide the funds for education 
through advertising, they voted to 
assess themselves each year on the 
basis of crop yield. 


In substance, the trees themselves 
would set their own advertising 
budget . . . and the effect of crop 
fluctuation would be minimized by a 
broadened base of consumer demand. 


As a result of our client’s pro- 


J. WALTER THO 
420 Lexington Avenue 


New York City, Chicago, Detroit, San Fr 


Miami, Montreal, Toronto, Mexico City, } 


Sao Paulo, Santiago (Chile), London, Paris, 


Port Elizabeth, Cape Town, Durban, Bomba: 


Ripe olives at harvest time 


gram of mass education, ripe olives 
have come into favor throughout 
the country, with 58% of the pack 
now consumed East of the Rockies. 


With this broad consumer cush- 
ion for the impact of heavy crops, 
disastrous carryovers seem destined 
to be a thing of the past. The last 
three years of record, for example, 
have had progressively heavier 
crops. Yet each year our client’s sales 
have increased over the previous 
year... by 8%...35%... and 18%, 


Can such benefits of mass selling 
help bring economic stability to 
your business? We would be glad 
to talk with you about it. 


PSON COMPANY 


New York 17, N.Y. 


cisco, Los Angeles, Washington, D. C.; 
nos Aires, Montevideo, Rio de Janeiro, 
twerp, Frankfurt, Milan, Johannesburg, 
Jaleutta, New Delhi, Sydney, Melbourne 


chants obtain less than 2%¢ out 
of the consumer’s purchasing dol- 
lar. 


® Starting Aug. 1, with the co- 
operation of furniture manufac- 
turers, the group will start a 
unique fund raising program. Man- 
ufacturers have agreed to add four- 
tenths of 1% to the billings of re- 
tail stores taking part in the plan. 
This sum will then be turned over 
by the manufacturers to the coun- 
cil to pay for the promotional pro- 
gram. Although the plan will bene- 
fit manufacturers, they will pay 
nothing to its support with the ex- 
ception of a slight increase in 
bookkeeping costs. 

Mr. Stratton originated the idea 
for the joint promotion almost 14 
years ago, and it would have be- 
come a reality at that time if 
World War II had not broken out, 
forcing retail furniture stores to 
abandon the project. 

Within the last year, the idea 
was not only revived, but studied 
by top legal, financial and promo- 
tional experts. W. B. Doner & Co. 
has been named agency to handle 
both the ad and public relations 
programs. 


@ Doner is now working out de- 
tails of an ad schedule for news- 
papers, radio and tv and the first 
campaign is expected to be started 
in time to capture a larger share 
of the fall furniture market. 

The council is being governed 
by a committee which includes Mr. 
Stratton; George Schwartz, presi- 
dent of Schwartz Bros. Furniture 
Co.; Bert Bayer, president of Am- 
ber Furniture Co.; Leonard Green- 
berg, president of Lenart’s Furni- 
ture Co.; Edward L. Bass, presi- 
dent of Bass Bros. Furniture Co.; 
Charles A. Gutsell Jr., v.p. of Fred 
B. Snite Furniture Co.; Howard 
Joseph, president of City Furniture 
Co.; M. P. Masser, president of 
Masser’s Intempo Furniture Co.; 
Sol Siegel, president of Good 
Housekeeping Shops; Charles E. 
Sekera, president of Sekera Furni- 
ture Co., and Nathan Levin, presi- 
dent of Harper Furniture Co. 


s A general meeting of the organi- 
zation will be held in July to elect 
a board of directors according to 
the following categories: (1) Three 
directors will represent department 
stores; (2) three directors will 
represent chain furniture stores; 
(3) three directors will represent 
independent furniture stores which 
gross more than $250,000 annual- 
ly, and (4) two directors will rep- 
resent retailers who operate fewer 
than three stores and gross less 
than $250,000 annually. 

The directors will then elect of- 
ficers from among members of 
their board and will name mem- 
bers to four standing committees— 
advertising and public relations, 
finance, membership and nominat- 
ing. 


ABC-TV Sells ‘Disneyland’ 

“Disneyland,” the new hour-long 
Walt Disney show, which will 
premiere on ABC-TV Oct. 27 at 
7:30 p.m., EDT, will be sponsored 
by American Dairy Assn. (Camp- 
bell-Mithun), American Motors 
Corp. (Geyer Advertising) and 
Derby Foods (McCann-Erickson). 
American Motors will be on for 
Hudson and Nash cars and Kelvi- 
nator products every week and the 
other two advertisers will alter- 
nate. 


Toy Preview Set July 14 

The eighth annual press preview 
of new toys for 1954-55 will be 
presented at the Toy Guidance Ex- 
hibit, 1124 Broadway, New York, 
on July 14. On display will be the 
104 “prestige toys” recently se- 


lected as “outstanding” as well as 


600 other playthings. 
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Markall Publishing Puts 
New Magazine on Stands 

Latest magazine to make a bid 
for mystery fans is Unsolved Mur- 
ders, a_ pocket-size bi-monthly. 
Priced at 35¢ a copy, it features 
fact stories of crimes that never 
have been solved. The magazine 
bowed last month. 

Unsolved Murders is published 
by Markall Publishing Co., 1472 
Broadway, New York. Lou Shain- 
mark, publicist and former news- 
paper editor, is the editor and 
publisher. Initial advertising rates 
are $150 for a page, $100 for half 
page, $200 for back cover and $175 
for inside cover. 


‘Sports Illustrated’ Sets Rates 

Sports Illustrated, Time _ Inc.’s 
new publication, will get $3,150 a 
b&w page and $4,800 a four-color 
page, based on a net paid circula- 
tion of 450,000. A 17-time frequen- 
cy discount of 7% will be offered 
in addition to regular frequency 
discounts. 


Masnick Joins Barricini 

Philip Masnick, formerly promo- 
tion art director of Macfadden 
Publications, has joined Barricini 
Candies, Long Island City, N. Y., 
as creative art director. He will be 
in charge of window display, pack- 


The 
TORONTO DAILY STAR 


is read by more than 
63% of all adult 


daily newspaper readers 


age design and other creative ac- 
tivities. 


in the Toronto A.B.C. 


Reed-Cromex Names Wolaver City Zone 


Reed-Cromex Corp., Cleveland 
manufacturer of bathroom fix- 
tures, has appointed David G. Wol- 
aver Advertising, Cleveland, to 
handle its advertising. 


GRIDDLE WITH SIZZLE—Miss Sizzle, really 
Helen Zeller, shows how easy it is to grill 
steaks for two on the griddle of the new 


Heckelmann Named V.P. 
Charles N. Heckelmann, editor 
of Popular Library books since 
1942, has been elected a v.p. of 
Popular Library Inc., New York. 


$18,990 BEECHCRAFT BONANZA 


y 


Hardwick griddle-top ranges. The new 
griddles and Hardwick’s diamond anniver- 
sary line of ranges are on display at 
the American Furniture Mart in Chicago 
during the summer furniture market. Liller, 
Neal & Battle, Atlanta, is the agency. Just 
set up a bottle of ketchup, Miss Zeller. 
We'll be right over! 


Source: Sanders Marketing Research 


; 


| Lady Esther Speeds 
Tests of Puff Magic 


NEW BRUNSWICK, N. J., June 30 
—Lady Esther division of Zonite 
Products Corp. has decided to 
speed up its test campaigns for 
Puff Magic compressed face pow- 
der and expects to be in national 
distribution by late summer. 

An intensive advertising push is 
slated to break in 41 major cities 
on Aug. 18. Puff Magic is now be- 
ing tested in Indianapolis and Co- 
lumbus (AA, May 17). Sales are 
“far beyond our most optimistic 
expectations...with a 3 to 1 lead 
over leading competition in many 
stores,” according to M. S. Sam- 
uels, sales manager. 


a The advertising campaign, 
through Biow Co., New York, will 
use newspapers, Sunday supple- 
ments, magazines and television. 

First newspaper ads will be in 
the 600-1,000-line range, followed 
by ads of 400-600 lines on Aug. 25. 
During September, October and 
November, 16 two-fifths page ads 
will run in Sunday supplements 
and two-thirds page ads are sched- 
uled for 18 national magazines. 
The company picks up a partic- 
ipating sponsorship on “Morning 
Show” (CBS-TV) starting Sept. 
6. 


Use America’s only “3-state one-station 
TV network” and save — in just 32 
weeks of a 10 minute show aired five 
times weekly —the cost of an $18,990 
Beechcraft Bonanza. 


Puff Magic comes in five shades 
and sells for 59¢ and $1. 


Texas Co. Gives Radio 
Newscasts Heavy Play 
The Texas Co., New York, has 
4 bought part of ABC radio’s week- 
b end news package effective July 3. 
The company will sponsor 22 five- 
minute newscasts between 9 a.m. 
a and 11 p.m., EDT, Saturdays and 
i Sundays. How long the sponsorship 
” continues will depend on reaction 
to the shows. Time was bought 
through Erwin, Wasey & Co. 
Meanwhile, Texaco will continue 
ie its spot radio drive in some 55 
. major markets, presenting local 
newscasts and sportscasts in these 
cities. In addition, the company 
will return as backer of the Met- 
oe ropolitan Opera broadcasts over 
ABC radio in the fall, and is 
ae coming back to network television 
i (NBC) in September with a 30- 
Bae. minute show starring Jimmy Dur- 
ante and Donald O’Connor on 
alternate weeks. Kudner is the 
" . agency for the opera and the tv 
show, and also handles part of the 
local radio shows. 


Average time costs run 54% less than 
the combined cost of the three TV sta- 
tions giving next best coverage. 


COVERS THREE 


Mt. Washington’s more-than-a- 
mile high TV station covers most 
of the three states of Maine, New 
Hampshire and Vermont. On the 
air in August. 


OUTREACHES THEM ALL 


Covers virtually all the families 
local TV stations do and reaches 
thousands of families they can- 
not reach. TV homes; 219,461 as 
of April 30 — RETMA 


CBS-ABC Channel 8 


Met. Washington TV 
WMTW 


Represented nationally by 
HARRINGTON, RIGHTER & PARSONS, Inc. 


Harris to McCann-Erickson 


, Mary Harris, formerly of Young 
CW & Rubicam, has been named a 

i production supervisor in the radio- 
television department of McCann- 
Erickson, New York. She has been 
a writer, director and producer in 
this country and in Europe. 
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Is Retail Ad Space Too Cheap? 


The American Retail Federation has penned a letter to the Amer- 
ican Newspaper Publishers Assn. which assails forced combinations, 
increases in rates, and variations in milline rates from one market to 
another. 

This will undoubtedly annoy a good many newspaper advertising 
men and others, but it should also bring a wry smile to the faces of 
many, and particularly to the faces of those interested in national ad- 
vertising. | 

For here the complaint, voiced with almost monotonous regularity, 
has been that retail newspaper rates, generally speaking, are too low, 
and that there is too wide a differential between retail and national 
rates. 

In private discussions among newspaper men, there is considerable 
support for the thesis that retail rates are set at levels which are too 
low to be economic. But we have never heard any echo of the retail 
federation complaint that they are too high—from newspaper men, 
that is. The buyers of retail space, quite naturally, think the rate is 
too high, just as all buyers always think that whatever they buy costs 
too much, and whatever they sell is a terrific bargain. 

With some timidity, we should like to advance again a thesis which 
we have suggested before. That is that retail newspaper rates—and 
indeed, maybe all advertising rates—are too low. And that the rela- 
tive inexpensiveness of advertising space leads to wasteful use of 
that space, with a resultant reduction in advertising effectiveness and 
a corollary increase in advertising costs. 

In the retail advertising field in particular, newspaper rates have 
been kept low by the howls of dominant retailers, to the point where 
there are at least isolated examples of newspapers whose cost ac- 
countants tell them they are selling advertising space at less than the 
cost of the raw materials they consume. And newspaper publishers, 
who have gotten into the habit of thinking primarily in terms of 
linage (as though they were selling newsprint instead of advertising), 
have contributed to this situation. 

In too many instances, this situation leads to inefficient use of too- 
cheap space, and to wasteful and inefficient advertising practices. It 
would not be too hard to prove that a stiff retail rate increase in 
many markets might actually reduce retailers’ advertising costs, by 
making them use advertising brains and ingenuity to sell goods, 


instead of spreading second-class selling messages over first-class 
white space. 


‘Independent’—Meaningless Word 


The consolidation of Packard and Studebaker, and the not-so-long- 
ago merger of Nash and Hudson and Kaiser and Willys, have had 
the unhappy result of causing us to mull over the meaning of meaning. 

Specifically, we have been thinking about the word “independent,” 
as it relates, or purports to relate, to business organizations. Until a 
few months ago, things were fairly simple in the automotive field. 
GM, Ford and Chrysler were not “independents” (although we don’t 
know exactly what they were) and all the others were. The question 
now is: Are Studebaker-Packard, American Motors and Kaiser still 
“independents,” or are there no “independents” left in the automobile 
field? 

And how about the lad we know who runs five giant supermarkets, 
with a total annual volume that makes our mouth water. Is he an 
“independent” or a chain? (He insists, most vigorously, that he’s an 
independent, but the Census Bureau tabulates his operation as a 
chain store.) What is an “independent,” anyhow? In the food field, 
he has been the opposite of a “chain,” but in the automobile field he’s 
been the opposite of what? 

Maybe we need some newer, more descriptive terms. 


What They're Saying 


Speech Without Words | speaker is talking about. 
There is a great deal of truth in| 


chology, is conducting umvestiga-) 
tions that study, among other) 
things, the “how you say it” of. 
speech. The focus of these investi- 
gations is on vocal communication 
in actual life situations. One of the 
objectives is to study the kinds of 
information a listener extracts 
from utterances he hears. 

One major approach that Soskin 
is using is the isolation and study 
of certain qualities of voice as dis- 
tinguished from the words that are 
spoken... by the mere sound of his 
voice, the speaker may often quite 
unintentionally communicate in- 
formation about his emotional 
state, regardless of the particular 
content of the words he is speak- 
ing. Sometimes the information 
contained in voice sounds is the 
same as the information communi- 
cated by the words themselves— 
for example, when a frightened 
person says “I’m scared” in a 
tremulous voice. At other times 
the two messages may be directly 
contradictory, as when a fright- 
ened person says in a tremulous 
voice “I’m not afraid.” 

In order to separate these two 
“channels,” preliminary explora- 
tions in filtering out certain fre- 
quencies of the 1:uman voice were 
carried out. It \ as found that tape 
recordings of -peech could be 
rendered almo: completely un- 
intelligible with ut destroying the 
character of the ‘oice of the speak- 
er. By playing ly certain bands 
of frequencies .nd blocking out 
others, the huran voice can be 
made to produce different effects. 
Thus, when only irequencies above 
about 3,500 cycl's per second are 
heard, the voice sounds very much 
like the chirping of a treeful of 
birds. On the other hand, when 
the frequencies in the lower range 
of the voice spectrum are heard 
and all others sippressed by the 
filter, one hears what sounds like 
a fairly normal speaking voice, ex- 
cept that it is que unintelligible. 
Listening to suc! filtered voices, 
a person can foi 1 quite reliable 
judgments as to ow the speaker 
felt at the time he uttered the 
speech, even thoigh it is almost 
impossible to identify what the 


mittee. 


Conviction Is What Counts 


and cows, 


unbeatale. 


from the ground up. 


for love or money. 


ter. 


Soskin and three graduate stu- 
the old saying, “It isn’t what you | dents in pychology, Paul Kaufman, 
say but how you say it.” At the;Arthur Oriel, and Edward Katz, 
University of Chicago, William F.|are currently studying the accu- 
Soskin, assistant professor of psy- | Tracy of listeners in identifying dif- 
ferent types of emotion from voice 
quality alone. All the voices used 
are taken from real-life situations 
in which the speaker was under a 
particular kind of stress. Typical 
of the samples which judges are 
called upon to listen to are the 
voice of a young mother playfully 
talking to her baby, a dope addict 
asking for help in overcoming his 
habit, and an irate witness before 
a congressional investigating com- 


—University of Chicago “Reports.” 


There’s no doubt that the natu- 
ral-born salesman—the guy who 
can sell diapers and diamonds, coal 
pickles and _ piccolos 
with equal ease—meets the dear- 
est desire of any sales manager. 
And when he combines this natu- 
ral quality of his with the convic- 
tion that comes from being thor- 
oughly sold on your product, of 
knowing all about it, and of know- 
ing, furthermore, all that it will— 
or won’t—do for your customer— 
well, that kind of a salesman is 


If you’re ever in the position of 
hiring a man to represent you, pick 
the natural-born salesman by all 
means—provided he’s willing to 
give up a few weeks’ commission 
and learn all about your operation, 
and your customer’s operations, 


Otherwise, pick that kid out of 
the stockroom who knows the de- 
tails of your business to a T, who 
eats, sleeps and dreams your prod- 
uct, and. who is convinced you 
make the best widget money can 
buy. You can’t buy his conviction 


The great trouble today with) 
most young men entering sales is 
their lack of stick-to-it-ive-ness. 
They expect success to come over- 
night and therefore easily become 
discouraged. They expect large) 
expense accounts and when these 
are not forthcoming they are ready 
to throw in the towel. The kid 
from the stockroom will know bet- | 


—The York Trade Compositor, issued 
by York Composition Co., York, Pa. 
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Rough Proofs 


The NARTB is planning to set 
up a television advertising bureau 
of its own, and so advertisers and 
agencies may reasonably expect to 
get at least twice as much infor- 
mation about tv as can be supplied 
by any other medium. 


“We should know what we have 
to sell before we set about selling 
it,” says tv’s Clair R. McCullough, 
but lack of research never de- 
terred an enthusiastic salesman. 


Calkins & Holden, Carlock, Mc- 
Clinton & Smith has decided to 
amputate part of its multisyllabic 
and polynomial firm name, but 
Merrill Lynch, Pierce, Fenner & 
Beane insist they’re going to con- 
tinue exactly as is. 


“Dad wears the pants, but moth- 
er must okay them,” remarks The 
Saturday Evening Post. 

She can pick out everything for 
him but his fishing hat. 


Jim Nance and Paul Hoffman 
have worked out plans for Packard 
and Studebaker to get together, 
and are confident of the success of 
their own committee for economic 
development. 


Evidently recognizing the special 
requirements of advertising men, 
the Mohawk Indian tribe recently 
made Bill Sproull, of the Bur- 
roughs Corp., a tribal chieftain 
with the name of Great Thunder- 
bird. 


Proving that it isn’t only glam- 
orous movie queens who can pose 
attractively in bath tubs, Don Bell, 
disc jockey for Station KRNT, got 
plenty of publicity when photo- 
graphed in a tub filled with letters 
about “National Take-a-Bath 
Week.” 


Rebellion against the chain store 
idea is breaking out all over. 

Now a group of independent 
hotels is advertising, with a mean- 
ingful look toward Statler and 
Hilton, “Hospitality can’t be mass- 
produced.” 


Some canny advertisers in the 
tobacco field are hoping they can 
persuade the public to put that 
American Cancer Society report in 
their pipes and smoke it. 


The idea that the Sears, Roebuck 
catalog and others like it are chief- 
ly ornaments of the farm home is 
all wrong, says George J. Cullinan, 
who points out that most catalog 
business is now done in the big 
cities and suburbs. 


“Experience as an account ex- 
ecutive on a big-time brewery ac- 
count would be a big plus,” sug- 
gests an agency ad. 

But the plus should be well 
above the waist line. 


| “A home is not the same without 
a man,” Mrs. Ivy Baker Priest tells 
McCall's. 

That’s why June brides continue 
to say “I do” in increasing num- 
bers. 
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MECHANICAL “COPY TESTER” used in leading Philadelphia department stores! 


Here’s a copy tester without a peer (apolo- 
gies herewith to Messrs. Gallup, Robinson 
and Starch!) It’s the machine that tallies 
each day’s sales in Philadelphia’s depart- 
ment stores. And because these stores 
demand fast action every selling day, their 
FIRST choice is THE INQUIRER. 


And THE INQUIRER stands FIRST in 


national advertising, retail advertising, classi- 


fied advertising and total advertising. Good 


reason then for THE INQUIRER to be 
FIRST on your schedule in America’s 
3rd market! 


The Philadelphia Inquirer 


The Voice of Delaware Valley, U.S.A. 


Exclusive Advertising Representatives: 


NEW YORK CHICAGO 
ROBERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 


EDWARD J. LYNCH 
20 N. Wacker Drive 
Andover 3-6270 


West Coast Representatives: 


DETROIT SAN FRANCISCO 
GEORGE S. DIX FITZPATRICK & CHAMBERLIN 
Penobscot Bidg. 155 Montgomery St. 

Woodward 5-7260 Garfield 1-7946 


Retail sales in 
DELAWARE VALLEY, U.S.A. 
top national average 


Retail sales per family in Delaware 
Valley, U.S.A. are 4.6% higher than 
national average. Here, 2.9% of 
U.S. population accounts for 3.1% of 
total retail sales. 


LOS ANGELES 
FITZPATRICK & CHAMBERLIN 
1127 Wilshire Boulevard 
Michigan 0259 
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How to make the most memorable impression 
on the human mind is the subject of a now 
classic debate among the advocates of mass 
advertising media. 


It started with the advent of radio and the 
thesis that the living voice best moved men 
to action because it could tell your story with 


human persuasiveness, give it the precise 
emphasis your message required, and make 
every line a headline. 


The partisans of the pritited page have cited a ee 


arguments as old as Confucius and Reliaaian Ee 
in addition to the authority of the pERIteG . il 
word, the use of pictures could arrest clarify, | 
evoke a mood and a desire to buy thagene 
spoken word alone could never achieve. 


Since the appearance of television, the debate | - 


seems somewhat academic. We'd like to ~ 
participate in it, but nobody wants to listen, 


For we’ve never found anyone who doubted | 


a 


Re 


television’s impact...even before it began. 


It was obvious at once that television makes 
the strongest impression. But it was not so 


certain to make it with comparable economy. 


Yet television already wins larger audiences 
than any other mass medium. And it already 
reaches more people per dollar than printed 
media. To deliver the same total circulation 
today, television costs half as much as a 
group of magazines and a quarter as much 


as a group of newspapers. 


And in all television, the network with the 
lowest cost per thousand is CBS Television 
—20% lower than the second network. 


Advertisers, convinced that the eye and ear 
work best together, seem to have settled the 
debate with some finality. In the first four 
months of 1954, they made a greater investment 
in the facilities of CBS Television than in any 


broadcasting network or national magazine. 


CBS TELEVISION 
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Air Force-Army Recruiting Separated; Seek 


Agency for $1,200,000 Air Force Campaign 


WASHINGTON, June 


under a single « ntract. Since early 
1953, this cont: act has been held | 
by Dancer-Fitz erald-Sample. The 
‘decision to spli the business was_ 


30—With | ticipating agencies are to be re- made by top “entagon officials 


Congress voting final approval for turned to the Air Material Com- last summer wien the Air Force 


the de-unification of the Army-Air|mand by July 20. 
Force recruiting service sales staff, | 


retain a separate advertising agen- 000 to back up recruiting of air- 
./men, aviation cadets, medical spe- 


cy to handle Air Force advertising | 


Letters of invitation were mailed | cialists and WAFs. Finalists will be | 
invited to make visual presenta- 
tions after a board of officers has 
Material Command, Wright-Pat-)| ‘evaluated the question forms sub- 


to an undisclosed number of agen- 


cies by headquarters of the Air| 


terson Field, Dayton. 
were invited to attend a briefing the account. 
on the account, to be held at the) 


| Air Force sources estimate the 
the Air Force moved this week to contract will involve about $1,000,- 


Agencies mitted by agencies competing for 


For several years, publicity and 
Pentagon July 9. Questionnaires | advertising for both the Air Force 
outlining the qualifications of par-|and the Army have been purchased 


‘complained tha it was not meeting 
its recruiting g ls. 

In the de-uni ication process, Air 
Force recruiter walked off with a 
total of $1,200, 00. About $200,000 
of this money i to be spent on the 
local level to oack up recruiting 
activity, and tre remainder is ear- 
marked for nat!onal publicity and 
advertising. 


@ Meanwhile, the Army an- 
nounced this week that it has re- 
newed its contract with Dancer- 


re tops 
for travel! 


When it comes to vacation travel, 1,078,590 
Elks are sufficiently travel loose 
and time free —as a recent survey proves. 


For their vacations, Elks 
take an average of 19 days 
and travel an average of 2,164 miles. 


A large percentage go by car but an 
impressive number travel by plane and train. 


When you consider that the median income 
of Elks is a high $6,740, you can see why 
Elks are tops for travel. 


MAGAZINE 


New York « Detroit « Chicago « Los Angeles 


Fitzgerald-Sample for another 
year, and that it plans to conduct 
a competition early next year be- 
fore a further extension of this 
contract. 

D-F-S got the account in Octo- 
‘ber, 1952, after an intensive com- 
/petition involving more than 20 
/agencies. On the basis of a study 
‘by industry leaders, the armed 
| services agreed at that time that 
the contract should be for a min- 
‘imum of 18 months in order to 
| give the agency an opportunity to 
acquaint itself with the problem. 
| Invitations to participate in the 
new competition will be mailed 
early in 1955, the Army said, and 
a selection is to be made by April, 
/1955. The agency that is selected 
| will be “briefed”? during May and 
| June, 1955, in preparation for tak- 
|ing over the account July 1, 1955. 

The Army contract with D-F-S 
for the year beginning July 1, 1954, 
‘amounts to $500,000. Recruiters 
j|have expressed a belief that the 
money will be used chiefly for 
publicity materials and for a lim- 
ited amount of advertising in spe- 
cial media. 


= Brig. Gen. W. C. Westmoreland 
of the office of the assistant chief 
of staff, made a futile effort to in- 
duce the Senate appropriations 
committee to restore $200,000 for 
the continuation of “Talent Pa- 
trol,’ an Army recruiting telecast 
carried on 119 ABC stations. 

The show was tentatively can- 
celed two months ago when the 
House appropriations committee 
issued a report critical of the 
Army’s TV activities. It was made 
final this week. 

Gen. Westmoreland did _ not 
make any effort to get funds for 
a second Army program, “Stars on 
Parade,” which had been criticized 


CARRIED MORE 
LOCAL GROCERY 


FOR THE Ord Loca Gnocen 
THAN ANY OTHER 


STRAIGHT YEAR 
IOWA DAILY 


| WATERLOO DAILY 
COURIER 


1 601, 972 LINES 


The Big felts between the Waterloo Courier 
and every other lowa daily is the way the 
Courier hustles for and gets tie-in advertising. 
Look here . . . from January 1, 1953, thru De- 
cember 13, 1953, the Courier’s merchandising 


staff solicited 354,197 lines of tie-ins . . . in 
11,080 insertions. 
Let our advertising and merchandising department 


show you what can be done with your product. 
Write. 


Waterloo Dailn Convict 


ereeT "“ 


WATERLOO, howa 


by the House committee, but he 
fought hard for “Talent Patrol.” 


= He pointed out that costs are 
unusually low because tv stations 
and networks contribute about 
$2,000,000 of production and time 
to the Army recruiting effort. 

In view of the very limited 
budget for publicity support of 
arms recruitins, it becomes eco- 
nomically neccesary to use either 
radio or tv, h: argued. 

“The cost pe’ thousand contacts 
of the Army ty program, ‘Talent 
Patrol,’ is app! »ximately one-fifth 
the cost of the same coverage in a 
leading pictu'e magazine,” he 
said. 

Later, he reported “Talent Pa- 
rol” costs ran $2.27 per thousand; 
“Chance of a Lifetime,” $10.62; 
Jackie Gleason, $12.79; Cavalcade 
of America, $18.30; Omnibus, 
$33.52. 


Block Drug Names Cohen 

Block Drug Co., Jersey City, has 
appointed Harry B. Cohen Adver- 
tising Co., New York, to handle 
advertising for \mm-i-dent tooth- 
taste and powcer, Pycope tooth 
brushes, Green Mint mouth wash 
and a new proc ict in the process 
of development. effective Aug. 1. 
Polident, Poli-(:rip and another 
new Block product remain with 
Cecil & Presbrey, the previous 
agency on the products now han- 
dled by Cohen. 


| 


i 
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Getting Personal 


On one of Chicago’s recent 94-degree days, Roy A. Sorensen, presi- 
dent of Sorensen & Co., decided the weather called for some special 
action. So he loaded the entire staff of the agency, including the 
switchboard operator, into a cruiser at the Michigan Ave. bridge 
and they spent the early afternoon enjoying the breezes on Lake 
Michigan... 

John J. “Mike” Michaels, veteran member of the engineering staff 
of Philadelphia’s KYW, recently celebrated his 30th anniversary 
with the Westinghouse station, and was presented with a 30-year 
pin by general manager Franklin A. Tooke at a luncheon in his 
honor... Alfred H. Stanford, publisher of The Citizen, Milford, 


Conn., has been elected v.p. of the newly-formed Milford Chamber 
of Commerce... 


NEW TRUSTEE—Les Hoffman, president of Hoffman Radio Corp., Los 

Angeles, receives congratulations from Dr. Fred Fagg, president of 

the University of Southern California, following his election as a 
member of the university’s board of trustees. 


On June 4, James A. Lilly, production manager of KBID-TV, 
Fresno, was married in that city to Barbara Johnson of San Marino, 
Cal. Best man was Stu Wilson, manager of Station KBIF, Fresno... 
Recipient of this year’s California Veterans of Foreign Wars special 
achievement award was James T. Aubrey, general manager of 
KNXT, Los Angeles, and the Columbia Television Pacific network. .. 


Sylvester L. Weaver Jr., president of the National Broadcasting 
Co., was honored recently by the alumni association of Los Angeles 
High School, his alma mater, which gave him the achievement 
award for business administration. The award was accepted by his 
father, Sylvester L. Weaver Sr... 
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FOR 20 YEARS’ SERVICE—Gene Heiffel (seated), former v.p. and art di- 

rector of G. M. Basford Co., New York, recently received a plaque 

from the agency at a luncheon on the occasion of his retirement. 

Roger Wensley, executive committee chairman, made the presenta- 

tion. Mr. Heiffel will continue to serve Basford as consulting art 
director. 


Duane Jones expects to have his new book, “Ads, Women & Box- 
tops,” published the first of the year... Former Voice of America 
colleagues recently honored Leonard F. Erikson and presented him 
with a scroll in appreciation of his service as director. Mr. Erikson 
resigned from the Voice to return to McCann-Erickson as v.p.... 

New York World Telegram & Sun v.p. Edwin S. Friendly is chair- 


man of the advertising, publishing and entertainment section for the 
Greater New York Fund’s 1954 campaign... 


At a banquet a couple of weeks ago, Douglas Cornette, assistant 
to the general manager of the Courier-Journal and Louisville Times, 
wound up his term as president of the Sales Executive Council of 
the Louisville Chamber of Commerce and received a hunting kit as 
a parting gift. New president of the organization is La Veil Waltman, 
commercial manager of Station WAVE... 

Charles D. Buddle, Chicago manager for J. P. McKinney & Son, 
newspaper representative, is honeymooning on the West Coast... 
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oa 1—Anubis, God of Netherworld 


2—Authentic “Magic Circle” 
3—-Thoth, God of Wisdom 


FACT IS: 


There’s no abracadabra about the remarkable record — 


and where-to-buy-it information they can get in no other 


over 160,000 responses — that Advertising Requirements publication. 


has piled up in one year of publication. As a result, the facts speak for themselves — advertising 


The fact is, AR taps a unique market — the 21,000 people 


who buy advertising’s $3 billion production, promotion and 


merchandising services and supplies. 


in AR pays off with an enthusiastic response that works 


magic with sales results. 


For suppliers of advertising services, materials and 
The fact is, AR’s special- 


equipment . . . AR is the perfect ““medium” for seeing a 


ized approach gives these brighter future sales-wise, spelled out in cold facts and 


specialists the how-to-do-it figures that make sense dollar-wise. 


Write for your copy and rates today 


dvertising Requirements 
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Get an ordinary piece of fly screening. Cover surface with oil. 
Any kind. Mount screen seven inches in front of a ground glass 
camera. For subject use your Aunt Min or any other handy 
victim. Place subject two feet from screen. Focus camera on 


screen. Click. For possible results see picture above. 


That’s the lighter side of MECHANIX ILLUSTRA™ED’s photo 
hints and helps. That’s why MI is known as the VITALITY 
book of all the “do-it-yourself” magazines. There’s more variety 


Camera fan makes funny faces... Duffy’s fan. 


in MECHANIX ILLUSTRATED than in a dozen Woolworths. 


Jim Duffy, MI’s man of the month was melting from the heat. 
Five degrees short of parboiling he spots a life-saver on page 
138, July issue. “Build this 30-inch home cooling fan”, it said. 
Duffy reacted like he was shot with 20 cc’s of adrenalin. 


A million Duffys get inspired by MECHANIX ILLUSTRATED 
every month, all month long. These guys are active, imagina- 
tive, inquisitive. They’re the stuff inventors are made of. Their 
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This is Duffy making his house MI readers meet Mr. Paper-Mate. 


into a fan club. No more heat for Here’s the background story of how 
this kid. At the moment he can’t think 30-year-old Pat Frawley, newly- 
of a nicer thing MI ever did for him crowned ball-point pen king sold him- 
than to show him how to build this self into success. MI presents person- 
home-cooler. “It was a breeze’’, he says ality stories every month about people 
modestly. who possess the same quality as MI — 


VITALITY. 
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Rod and Gun Editor Ray Camp How'd you like to lead the life of 

divides his time among The New York McCahill? Our Uncle Tom tested the 

Times, MI and happy hunting and new Buick Century, drove it for two 

fishing spots. If we’re not mistaken months and 4,000 miles, pronounced 

he’ll have all our piscatorial readers it hot as a pistol and a real fine- 
oe out spinning for bass after they read handling buggy. Tom’s car-testing re- 
iY this piece. You can’t beat this method, ports are a must for a million MI 
f he says. It always takes fish. readers. 
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cools hot places 


consuming interests precipitate them to hardware marts, auto- 


motive shops, sports stores. - 


MECHANIX ILLUSTRATED pioneered “do-it-yourself”. It’s 
loaded with it. If a reader had worked on all the projects in 
| MI in the last two years, he would have filled his house and 
yard with over 1,000 things. MI readers make up a million- 


one of the Fawcett family... 


serving millions of America’s families 
man, million-dollar “do-it-yourself” market..Cash in on it with 67 WEST 44th STREET, NEW YORK 36, N.Y. 


the VITALITY book of the whole booming field. CHICAGO ¢ DETROIT 
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Male Cigaret Smokers Were Increasing in 
Early Months of ‘54, Spokane Survey Shows 


(Continued from Page 3) 
homes in the near future. 

A total of 56% of the home 
owners have owned their homes 
for more than five years, and 
58.2% of the homes were construc- 
ted before World War II. 

Of the home owners questioned, 
10.2% reported their homes cost 
less than $3,000; 15.6%, $3,000 to 
$4,999; 22.6%, $5,000 to $7,499; 
23.1%, $7,500 to $9,999, and 28.1%, 
$10,000 and over. 

Of the homes to be built or pur- 
chased in the future, eight-tenths 
of 1% will be in the under-$3,000 
range; 4.4%, $3,000 to $4,999; 6%, 
$5,000 to $7,499; 30.5%, $7,500 to 
$9,999, and 56.7%, $10,000 and over. 


= The use of coffee has declined 
slightly—from 94.7% in 1952 to 
94.5% at the start of this year. The 
leading brands are M. J. B., with 
21%; Hills Bros., with 20.3%, and 
Folger’s, with 19.8%. 

Instant coffee usage has jumped 
from 15.2% in 1952 to 25% at the 
start of this year. Leading brands 
are Maxwell House, 43.5%; Nes- 
cafe, 16.6%, and Borden’s, 12.2%. 

The rise in instant coffee con- 
sumption did not injure the tea 
business. Tea purchases rose from 
41.8% in 1952 to 43% at the start 
of this year. Leading brands are 
Lipton’s, 70.1%; Tenderleaf, 8.2%, 
and Tree Tea, 6.9%. 


s Automobile ownership has risen 
from 78.5% in 1952 to 80% at the 
start of 1954. Of the cars pur- 
chased, used car buying has de- 
creased from 51.5% to 49.7%. 
Fewer families expect to buy 
cars in the near future—11.8% said 
they would purchase new cars in 
1952, while only 10.9% reported 
they expected to buy new cars in 
1954. The survey on automobiles 
did not include brand preferences. 
Consumption of frozen foods has 
shown large increases. 


27.4% in 1952 to 36.6% at the start 


of this year. Brand preferences are 


PictSweet, 22.6%; Birds Eye, 


13.4%, and Bel-Air, 10.2%. Frozen 
vegetable consumption has jumped 
Leading 

28.3%; 
Birds Eye, 12.1%, and Snow-Crop, 


from 41.6% 
brands are 


to 56%. 
PictSweet, 


8%. 


Frozen orange juice consumption 


Frozen 
fruit consumption has risen from 


has increased from 23.5% to 49.2%. 
Leading brands are Minute Maid, 
(51.9%; Bel-Air, 9%, 
| Sweet, 7.8%. 


L. A. Art Directors Elect 

Marshall Taft, West-Marquis, 
has been elected president of the 
Los Angeles Art Directors Club. 


Foth, Ruthrauff & Ryan, Ist v.p.; 
Morgan Henninger, free lance, 2nd 
v.p.; Jay Sweet, Gladding, McBean 
& Co., secretary, and Bob Boe, 
Neale Advertising Associates, 
treasurer. 


Penn Food to Orodenker 

Penn Food Distributors, Phila- 
delphia packer, importer and dis- 
tributor of Party Food products, 
has named Maurie H. Orodenker 
Advertising Agency, Philadelphia, 
to handle its advertising and sales 
promotion. 


and Pict-| 


Other officers elected are Don| 


RODNEY ERICKSON, ?anager of ac- 
count planning for the radio-tv de- 
partment of Young & Rubicam, 
New York, has been named a v.p. 
of the agency. In the radio-tv field 
for 19 years, he joined Y&R in 1948 
as producer of “We the People.” 


N. Y. Agency Moves Office 
Ehrlich & Neuwirth has moved 
to 210 Madison Ave., New York. 


(Continued from Page 2) 
both advertising and store display 
| such as color, coordinated group 
‘displays and brand name empha- 
sis. 

4. Trade-in allowances to en- 
courage replacements. 

5. Intensive training of sales 
personnel. 

6. Cleaning up, painting up and 
modernizing store fronts and in- 
teriors. 


= Walter S. Marder, Portville, N. 
Y., president of the National Assn. 
of Furniture Manufacturers, said 
1954 will not be a good year from 
the profit angle, declaring that 
both retailers and manufacturers 
will show the poorest profit in 
‘more than a decade. 

“The poor profit picture,’ Mr. 
_Marder said, “results from much 
better values being given the con- 
|jsumer with both manufacturer 
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Sales, Attendance Lag at Summer Market, 
But Furniture Men Look Forward to Fall 


and retailer contributing their 
share to the profit giveaway. Of 
all the consumer durable indus- 
tries, furniture is the one which, 
by far, gives greater comparable 
values over 10 years ago than any 
other industry. 

“With both the retailer and 
manufacturer feeling the squeeze 
between prices and costs, it is be- 
coming very apparent that they 
must work together very closely 
to make every possible cost re- 
duction in the distribution chain 
between the factory door and the 
consumer’s home. 


# “With intensive selling work on 
the part of the manufacturer and 
the. retailer, we can hold our sales 
volume up, but only through co- 
ordination of efforts can we hope 
to bring the industry back to the 
level that it should enjoy in the 
relatively high economy that our 
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the way to 


more sales. 
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a ene ee a 


\@ Penton publica 


more quickly in. 


‘ ies sprvcketasle cpeiitics | 


tion 


ceiling, 
normal 


for Squirt... 


airflow and floor vibrati 


Squirt Bulletin . . . serves 
the store by providing display 
space for current advertising, 
and is a standing advertisement 


Ralston Shaker... is unique, 
effective display ... A flexible wire, 
clamped to shelf edge, holds lithographed 
silhouettes that quiver slightly from 


milk and fruit as well as Chex cereals... 


Breeze Mobile . . . suspended from 


is always gently moving, animated by 
air currents ... focuses attention 


on product, package and premium offer... 


ons... Sells 


Miller Twin Bin . . . makes an island display 


out of two store carts ... stimulates sales of 
appetizers and snacks as well as Miller High Life 
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country is experiencing.” 
Regarding advertising budgets 
of exhibitors, a check by AA 


showed that expenditures will re-| 


main about on a par with last 
year. Somewhat heavier ad sched- 
ules are slated by manufacturers 
of home accessories and major 
appliances. 

Competition continued,to bring 
down the cost of tv sets as the ma- 
jor companies displayed their new 
lines. Some tv manufacturers 
dropped the price of sets as much 
as 15%. There appeared to be no 
strenuous efforts to push color tv. 


‘Lifetime Living’ Boosts Rate 

Lifetime Living will boost its 
circulation base from 150,000 to 
200,000 with the January, 1955, 
issue. Rates also will be raised 
with a b&w page going from $1,150 
to $1,460. 


Wheeler-Kight Moves Office 
Wheeler-Kight & Gainey, Co- 

lumbus, O., has moved to expanded 

quarters at 975 S. High St. 


< 
4 


| | 
You Ought to Know - « Joyce A.Swan 
| The new board chairman of,the Minneapolis Aquatennial Assn., 
| American Newspaper Publishers) which annually stages a summer | 
Assn.’s Bureau of Advertising has festival, and president of the Min- 
a background of promotion and neapolis Civic Center Development | 
public service admirably suited to Assn. 
overseeing ANPA’s promotion ac-| He also has headed the Min- 
tivities. /neapolis and Des Moines adclubs 
At 47, Joyce A. Swan, whose and been a v.p. of the Council of 
name almost got him expelled from | Social Agencies in Minneapolis. In 
the University of Missouri when he| 1950 as general chairman of the | 
failed to attend women’s physical;Community Chest, he brought in 
education classes, has held down 100% of the goal. That hadn’t hap- 
executive posts in a_ half-dozen pened in five years. 
civic and professional groups. Leading up to his election as 
As v.p. and general manager of|board chairman of the BofA, 
the Minneapolis Star and Tribune Joyce Swan was chairman of the three years later became assistant 
he directs the business affairs of| journalism schools committee and business manager. 
an organization employing more|v.p. of the American Council on 
than 2,000 persons—plus 10,000) Education for Journalism. 
carriers, the largest group of its A journ grad himself (Class of 
kind in the world. °28), he went to work for the Des Register and Tribune, purchased 
Moines Register and Tribune in| the Minneapolis Star. John Cowles 
the circulation department, fresh) moved to Minneapolis to take over 
out of Missouri. He was named} management of the paper and in 
‘promotion manager in 1933 and|1939 brought in Joyce Swan to 


S 


: ee 3 


aa 


Joyce Swan 


® Meanwhile, in 1935, John and 
Gardner Cowles, owners of the 


a After hours he is Ist v.p. of the 
Minneapolis Chamber of Com- 
merce. He has been president of 


In the supermarket and 
shopping center .. . the windows 
serve to display the store instead of the goods. 


Store traffic tests higher than street traffic. 


The shopper inside, subject to suggestion 
and impulse, is a better prospect than the 


looker outside. 


In-store display can be highly resultful... 


but is harder to 
subject to store 


Store managements rigorously screen 
manufacturers’ displays, insist on effective 
effort ... Inside display today is an important 


get, intensely competitive, 
procedures and traffic flow. 


investment for any maker of consumer goods. 


This new merchandising strategy is no 
mystery to Einson-Freeman. E-F displays are 
basic ideas adapted to self-service techniques, 
afford new opportunities to the display 
advertiser and the store, to sell more goods. 
Some recent instances are shown on these pages. 

For better reception by stores, better values 


in your display, 


Einson-Freeman Co., inc. 


Originators of displays that sell anywhere 
Starr & Borden Avenues, Long Island City, New York 


phone, wire or write... 


Pillsbury Panels. . . are altruistic 
advertisements that do not even carry 
Pillsbury’s name. Superb reproductions 
of colorfal food ensembles, they have 
strong appetite appeal, suggest other 
items to housewives, swell the unit sale... 
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take over sales promotion. 
In 1941 the Cowles organization 


| acquired the Tribune and the Daily 


Times. The latter was published in 
|a separate plant until 1948, when 
|it was merged with the Star and 
Tribune. 

| Mr. Swan, who had been busi- 
;ness manager of the Star and Trib- 
june 


for four years, was named 


Be | publisher of the Times in 1944. At 


the merger he became v.p. and 
| business manager of the Cowles 


_ | Minneapolis papers. 


. . Among his promotions devel- 


oped for the newspapers, the 
“What Makes a Newspaper Great” 
series and a new color motion pic- 
ture, “‘New Wealth in the Land of 
Hiawatha,” have been cited as ex- 
cellent examples for other publi- 
cations. 

Joyce Swan also has had a career 
of public speaking, addresses being 
a required part of his many after- 
hours jobs. Accordingly, he has 
compiled notebooks filled with 
jokes for business meetings and 
speeches, as well as what has been 
alleged to be the largest collection 
of unpublished limericks. 

Mr. Swan is married to the 
former Pauline Snider, whom he 
met at the University of Missouri 
—but not in women’s physical edu- 
cation class. They have a son and 
a married daughter. 


Richmond to Gray & Rogers 

Ralph Richmond, a senior copy- 
writer with Ward Wheelock Co. 
for the past 15 years, has joined 
the copy department of Gray & 
Rogers, Philadelphia. 


‘Life’ Boosts Foster Osborne 

Foster S. Osborne, formerly ad- 
vertising sales development man- 
ager of Life, has been named ad 
sales promotion manager, a new 
post. 


fully automatic all-weather 
electromagnetic 
air conditioner! 


The one on the left, of course. During 
these hot, humid days, his copy sparkles, 
his layouts startle, his production smartens. 
He ain't playing golf or hookey ... and 
the clients ALL LOVE TO COME TO HIS 
OFFICE (for a change, of course). 


Find out about the fabulous 
Fresh'nd-Aire air conditioner for 1954: 


Model A412 | Medel A434 | Medel A410 
Yq H.P. % H.P. 1H.P. 
forareasupto § forareasupto | forareas upto 
300 sq. ft. 450 sq. ft. 600 sq. ft. 


Automatic Thermostat and Heater are 
standard equipment on all models at 
NO EXTRA COST. Write now for informa- 
tion and quotation on your requirements. 


’ division of CORY Corp. 
Fopel’nd-Aire > >) Wa. LeSolle St, Chicago! 
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A Victim Speaks Out 
About Tobacco and Cancer 


To the Editor: Re your issue of 
June 21, Page 2—smoking vs. can-| 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


5 to 1. In 1949 it was X-ray, radi- 
/um, surgery, months upon months 


of follow-up treatment. 


Today I live—but merely live! 
|The “condition” progressed exactly 


cer. A 
Am I to be led to believe, on the|#S_ the M. D. back in sawed pre- 
basis of what I have just now fin-|dicted; it progressed exact a ™ 
ished reading in above captioned po tor ga jenn peter oe feo 
article that Philip Morris will in- |) Oto 4 p. oo hos whey will 
vestigate, thoroughly, the relation- noe Wome : Z 
ship between cancer and tobacco? continue to conduct research—in- 
vestigations—and it’s my guess 


Am I to assume, on the basis 
3 that no research group sponsored 
of statements and the very fact by any tobacco manufacturer will, 


that this advance statement has|~".,". , 
: : - | within 20 years, come out in hon- 
been published, that, if tonacco i est admission that “tobacco is a 


found to be cancer-inducing, Phil- killer!” Three very personal ac- 


pol so i aes ic public quaintances, one a relative, have 
I am vitally interested because, died of cancer of the lung. All 
as far back as 1936, an M. D. three were smokers; all three 
warned me that cancer would most smoked the same no ha to- 
likely develop if I did not discon- bacco. Strangely enough, f wietie 
tinue smoking. I visited five other nape personal knowledge = = 
M.D.s in following years—a total other acquaintance dying of — 
of six—and the sixth, the fellow cer of the throat or of the lung! 
I was hunting for in my distress- W. W. “oo 4 
ing assumption that I had not the a oon —o Cc a 
power and strength to discontinue stalk, Pp ay Som, Vor 
smoking, expressed the feeling that an, Fa. 
because of my heavy use of the e e e 
weed I’d “always have to have| What Is a Middlesex, 
some around!” and How Many Are There? 
This letter is my authority to| To the Editor: On Pages 34 and 
you to investigate the records on/35 of the June 21 issue of ADVER- 
my case at Johns Hopkins Hospi- | TISING AGE appears an advertise- 
tal, Baltimore. The M.D.s were ment with the headline, through 
correct in my case, on a ratio of eyery middlesex, village and farm 
... words which the copywriter 
and others probably thought was 
a quotation from Longfellow’s 


SIMPSON-REILLY, LTD. 
Publishers Representatives 
sis SINCE : 7, 2 


LOS ANGELES HALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


eo ch - 


“Paul Revere’s Ride.’’ 


I have noted other alleged quo- 
tations in advertisements during 
the past few years and wish I had 
|saved them to send with this let- 
iter. Agency men should check on 
such things and stop palming their 


Represented nationally by O'Mara & Ormsbee, Inc. 


“There’s no purpose in getting out of here. 
Since the NEWARK SUNDAY NEWS got 
60% coverage up here in Sussex, it’s just 
a madhouse of kids, cats, circulation drives, 
modular homes and carbon monoxide.” 


Twore News 


Daihy ance Sundown 


NEWARK, NEW JERSEY 


ignorance and faulty remem- 


brances onto the public. 

In the above n isquotation “mid- 
dlesex” is spelle with a small “‘m” 
and set off fron the succeeding 
words by a com) 1a. This raises the 
question of what the copywriter 
and his buddies think is the mean- 
ing of “middlesex.” My father-in- 
law, a musician, contended that 
the human race is composed of 
males, females and tenors. Do the 
people concerned with this adver- 
tisement subscribe to that no- 
tion? Do they think “middlesex’”’ 
refers to refugees from the State 
Department or Fire Island? 

Longfellow had no such idea. 
He wrote “Through every Middle- 
sex village and farm”—spelled the 
word with a capital “M” and did 
not follow it with a comma. The 
thought he wished to convey was 
that Paul Revere intended to 
spread the alarm through every 
village and farm in Middlesex 
County, Massachusetts, U. S. A. 

And the word ‘Middlesex’? 
Well, in England there are coun- 
ties named Essex and Sussex and 
the names mean East Saxon and 
South Saxon. The locale of many 
of Thomas Hardy’s novels is Wes- 
sex, once a West Saxon kingdom. 
And today, between Essex and 
Wessex lies—you guessed it— 
Middlesex County, and the name 
means Middle Saxon. 

HUBERT CANFIELD, 

New York, N. Y. 
* 

To the Editor: According to 
Storer Broadcasting Co.’s spread 
in AA June 21. 

“Storer Stations are unparalleled 
producers of sales, not only in 
large cities, but in ‘every middle- 
sex, village and farm’ in their 
tremendous coverage areas.” 

I don’t doubt their word for a 
minute, but I wonder if it would 
be possible to obtain a complete 
list of middlesexes in their “tre- 
mendous coverage area’? 

I’m sorry to bother you about 
this, but sometimes I think maybe 
I ain’t the only stupid jerk in the 
advertising “game.” 

JOHN J. DOWNEY, 
Medium-height fellow.* Sales 
Promotion-Advertising Crea- 
tive Service, Glen Ellyn, Ill. 
*That’s to distinguish me from 

that poetry-writer who signs him- 
self Henry Wadsworth, long fellow. 
» 

To the Editor: I am puzzled by 
the Storer Broadcasting ad in your 
June 21 issue. 

What is a “‘middlesex’”’? 

FranK DENMAN, 

Robert Conahay Inc., New 

York. 

e ee e 
Extends Newsprint Story 

To the Editor: On Page 40 of 
your issue of June 21 there is an 
item datelined New York, June 17, 
concerning newsprint production 
and consumption, from which the 
following statement is quoted: 
“Newsprint production in the first 
five months of ’54 exceeded con- 
sumption by nearly 1,000,000 tons.” 

This inaccurate statement is ap- 
parently arrived at by comparing 
consumption by the American 
Newspaper Publishers Assn. group 
of 1,946,044 tons of newsprint in 
the first five months of 1954 with 
North American output of 2,916,- 
085 tons during this same period. 

The ANPA group of publishers 
are not the only consumers of 


newsprint in this country and 
currently account ‘or only an esti- 
mated 76% of the total quantity 
of newsprint usec, which, during 
this period, amounted to an esti- 
mated 2,560,585 tons. In addition, 
considerable Canadian and over- 


seas requirements also must be 
met out of North American pro- 
duction, thus the over-all current 
demand and supply situation is in 
approximate balance. 
J. J. Za, 
Secretary, Newsprint Service 
Bureau, New York. 
. 2 r 

Advises C. M. to Take 
a Look Backward 


To the Editor:...something else 
about that gem of a cigar ad (Cre- 
ative Man’s Corner, June 21): 
The art was much better the 
first time it was used. Back in 1950, 
the San Francisco office of Young 
& Rubicam created the idea for 
Petri wine. 
Same outstretched legs, same 
shoes, same soulful pooch. Only 
that time, the man held no cigar 
and the dog was held on a leash. 
As originally done, the picture 
was painted by Albert Staehle for 
a darn good 24-sheet poster. Cap- 
tion: “He Always Lingers Over 
Petri Wine.” 
If you have a 1950 “Poster An- 
nual” kicking around the office, 
check on Page 23. 

JOHN W. CONNOR, 

Lakewood, O. 

e cs @ 
Challenges Salesense 
Use of ‘Scan’ 


To the Editor: Mr. Woolf’s ar- 
ticles on advertising have been 
most helpful and have aided me in 
a number of instances to interpret 
more correctly results of adver- 
tising research projects which our 
firm has undertaken. 

One of the many things which 
I have enjoyed about his articles 
was the respect which he obviously 
shows for the English language. I 
have taken off my hat to him for 
retaining this ability after his long 
years in advertising. I was sur- 
prised, therefore, to notice his 
misuse of the word “scan” in the 
June 7 column. It is a word com- 
monly misused, and I paid atten- 
tion to it only because of the per- 
son misusing it. “Scan,” according 
to the New College Standard Dic- 
tionary, means: “to scrutinize; ex- 
amine in detail with critical care.” 
I believe Mr. Woolf meant “skim.” 

BEN H. GAFFIN, 

Ben Gaffin & Associates, Chi- 

cago. 

* * © 
Agency Folder Carries 
“Why Change?’ Theme 

To the Editor: Your editorial, 
“Changing Agencies Is Costly,” 
in the June 7 issue of ADVERTISING 
AGE is one of those amazing co- 
incidences. At this exact moment 
we have on the press a new pro- 
motion folder for our agency, 
called “Why change your agency?” 
A proof of the body copy of this 
folder is enclosed for your infor- 
mation. 

Even though we are in the agen- 
cy business and the life blood of 
our business is to secure addi- 
tional volume from present ac- 
counts and new volume from new 
accounts, we frequently urge pros- 
pective clients to think hard and 
carefully before making any agen- 
cy change at all—and then to de- 


much 
“Chicago Merchants Answer Sub- 
urban Centers with Spot Radio 
Campaigns.” It appeared in your 
May 17 issue, Page 62. 
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cide whether they want to change 
to our agency. If honesty is good 
for the soul, then an honest ap- 
proach like this, we feel, pays off 
handsomely in the long run. 

As long as the advertising busi- 
ness is as subjective as it appears 
to be, I don’t see that there will 
be any great change in the nature 
of account switching. It certainly 
is too bad that an $8 billion a 
year industry rests so heavily on 
the personalities involved. 

ALLAN MARIN, 

Allan Marin & Associates, 

Chicago. 


* . e 
BAB Distributes Spot Radio 
Story to Station Members 


To the Editor: 


We were very 
interested 


in the article 


We regularly reprint and dis- 


tribute articles of this type to our 
radio station membership through- 
out the country. May we have your 
permission to reprint this article, 
of course giving ADVERTISING AGE 
full credit as the source? 


ROBERT E. Harris, 
Local Promotion Department, 
Broadcast Advertising Bureau 
Inc., New York. 
* ° * 


Zimmerman Is Credited 
for Supermarket Institute 


To the Editor: In your obituary 


of William H. Albers, you give 
briefly and concisely the career 
of one of America’s most notable 
supermarket pioneers. 


In his seven years as president 


of Super Market Institute, he gave 
that organization the clear and 


sharp stamp of his personal inte- 
grity. 

He would, however, have been 
the first to give credit for the 
founding of Super Market Insti- 
tute to the man, now carried on 
the Institute’s letterhead as “foun- 
der’—M. M. Zimmerman, pub- 
lisher, Super Market Merchandis- 
ing. 

THOMAS PatTRICK McMAHON, 

Director, Public Relations, 
Super Market Institute, New 
York. 
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* . 
Who Is on First? 


To the Editor: Bewildered by 
two claims: (1) Chicago Tribune 
(i.e. Arch Ward on the Sunday 
radio broadcast with Harry Wis- 
mer, June 20) claims the world’s 
largest sports writing staff; (2) 
ditto New York Times (ad to trade, 
AA, June 14). 

Methinks someone braggeth too 
much. To borrow the Times’ head- 
line, “Who’s on First?”—I mean 
really! 

E. CHARLES MUELLER JR., 
Washington, D. C. 


* e = 
Cites Control Boards 


To the Editor: Please note, on 
Pages 3 and 20 of your June 7 
issue. Two outdoor bulletins—two 
beverages [Drewry’s beer and B-1 
lemon-lime soda]—both “Calorie 
Controlled”! 

Joe C. WEsT, 


Batavia, Ill. 


be seasoned 


as are tg 
/ 
the words ’: 


’ 


ttmy. teacher says:: 7 


Many a conversation with adults is 
spiced with these wonderful words 
which no amount of argument can 
refute. 


To 30 million school kids, what 
“my teacher says. . .” is incontro- 


(ADVERTISEMENT) 


Let your speech 


vertible. That’s why, when you tell 
900,000 teachers about your prod- 
,uct, your company, your philoso- 
phy, in State Teachers Magazines, 
you flavor dinner-table talk in 10 
million homes with comment on 
your product, service or ideas. 


With 44 individually edited state 
publications, you can season to 
taste. Use all 44, or just those 
reaching the areas you require. For 
full information, write Miss Georgia 
C. Rawson, Executive Vice-Presi- 
dent, State Teachers Magazines, 
Inc., 307 N. Michigan Ave., Chicago 
1, Dlinois. 


State TEACHERS 
Magazines 
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_to James Lovick & Co. Ltd. 


Lanston Corp. Elects Walling 

| William H. Walling, a director 
;}and a member of the executive 
|committee of the Lanston Mono- 
|type Machine Co., Philadelphia, 
|has been elected chairman of the 
‘board of the Lanston Monotype 
Corp., New York. The New York 
corporation was formed May 15 
as a sales and service subsidiary 
of the machine company. Mr. 
Walling also is v.p. and chairman 
of the Printing Industries of 
America’s executive committee. 


Rogliano Joins Macfadden 
A. T. Rogliano, formerly news- 
stand promotion manager of Faw- 


CHARLES H. DANA has been promoted 


from Portland branch manager to| cett Publications, has been named 
assistant to the president of Foster|circulation promotion manager of 


& Kleiser Co., San Francisco. The| Macfadden 
outdoor advertising company also| York. 
has named George E. Mack, with 


Publications, New 


McKenna to Hill & Christopher | tising manager. Mr. Merle former- | 

Hill & Christopher, Los Angeles' ly was advertising manager of. 
agency, has named Warren P. Mc- | Free Sewi:ig Machine Co. and Aps- 
Kenna to serve on its plans board co Products Inc., both of Beverly 
and as an account executive. Mr. | Hills, and the Payne Furnace di-| 
McKenna formerly was advertis-| vision of Affiliated Gas Equip- 
ing and sales manager of several;ment Co., Monrovia, Cal. 
Los Angeles industrial companies. 


Give Your Salesmen a Coat of —1 


Salesmen average 16 orders per 100 calls 
from leads through advertising; 38.4 
orders from leads after literature is 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 
APROPOS EEE, <A RE 


Chester Gee Joins Gittins 
Chester W. Gee, formerly re- 
gional information chief for the {% 
U. S. Soil Conservation Service, 
Milwaukee, has joined Bert S. 
Gittins Advertising, Milwaukee, as 
an agricultural account executive. 


Merlo to McCulloch Motors 
McCulloch Motors Corp., Los 
Angeles manufacturer of chain 
saws and other engine products, 
has appointed Joe Merlo adver- 


1323 So. Wabash 


SWITCH FROM STILL SLID 


> Start Using 


ANIMATED TV 
SLIDES °- FILM 


FULL OF ACTION! THEY ZOOM, 
FLASH, SPIN, ROLL and BURST! 


FILMACK STUDIOS 


- | 


SEND US 4’ 
prnlAL ORDER! 


OUR s 
Chicago, Il. SERVICE! 


the company 31 years, v.p. and 
treasurer, and Conrad W. Winter, 
formerly director of leasing, v.p. 


Anderson, Smith & 
Cairns and Lovick 
Merge in Montreal 


MONTREAL, June 30—The Cana- 
dian facilities of Anderson & 
Cairns, known as Anderson, Smith 
& Cairns Ltd., has been merged in- 


Anderson, Smith & Cairns per- 
sonnel, headed by A. Collin Ray- 
ment, will join the Lovick Montre- 
al office, along with most of the 
accounts, on July 1. The merger, 
which does not involve any fi- 
nancial considerations, means that 
Anderson & Cairns, which former- 
ly operated one Canadian office in 
Montreal, is now affiliated with 
an agency maintaining seven of- 
fices across the dominion. In turn, 
Lovick now has an outlet in a New 
York agency. 


| 

® Anderson, Smith & Cairns bills, 
“roughly $500,000” according to. 
president James C. Cumming.) 
Commenting on the merger, he 
said: “We consider this new asso-| 
ciation between Anderson & Cairns 
and James Lovick & Co. as highly | 
advantageous to our U. S. clients. | 
We are now able to give these) 
clients more comprehensive cov-| 
erage throughout Canada.” | 
Agency president James Lovick 
commented: “We believe this move 
will be mutually desirable from. 
both parties’ point of view...We 
regard this step as a means of fur-. 
ther strengthening our interests) 


WORLD’S TALLEST 
MAN-MADE STRUCTURE! 


KWTV 


NO. 1 IN POWER—316,000 watts! 


insulators are four inches in diameter. 


OKLAHOMA’S NO. 1 TV STATION! 


NO. 1 IN HEIGHT—1572-foot tower, tallest in the world! 


NO. 1 IN COVERAGE—will bring viewing to Oklahoma 


areas never before served by television! 

The first 35 feet of KWTV's massive tower (at left) swings into place. 
This section weighs 64,000 pounds. In the other picture workmen 
set the solid steel cap on a cluster of 21 porcelain insulators. The 


NOW is the time to start your (sales) building with KWTV. Ask us 


and our clients’ interests in Mont- 
real.” 


Twentieth Century Fund 
Spent $672,529 in 1953 


| 
| 
| 
| 
| 


for the complete story! 


Operating expenditures in 1953. 
for the Twentieth Century Fund, 
New York, a non-profit organiza- | 
tion fcr scientific research and) 
public education on economic and 
social questions, were $672,529 
The total includes $391,519 for 
production of research findings, 
$199,835 for dissemination of find- 
ings and $90,175 for general ad- 
ministration. According to the 
fund’s annual report, principal as- 
sets at the end of ’53 totaled) 
$9,655,559. 

Seven studies were completed 
and. published in book form in ’53,_ 
with 13 studies carried over for| EE 
completion this year or next year. | 


Rey Ratz Joins Gaines | 

Rey Ratz has joined the Gaines 
(dog food) division of General | 
Foods Corp. as associate sales, 
manager for Gaines meal and) 
cubes, succeeding William Mackey, | 
who has been promoted to associ-| 
ate advertising manager for| 
Gaines. Mr. Ratz formerly was as-| 
sistant advertising manager for, 
dog food products and corn goods 
of Quaker Oats Co., which he, 
joined 18 years ago. | 


EDGAR T. BELL, Executive Vice Pres. 
FRED L. VANCE, Sales Manager 
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Newspaper Ads Execs Eye Shopping 
Centers as Source of More Revenue 


(Continued from Page 1) ‘to %¢ per pound of coffee. 
why suburban shopping center ad- The difference between the cof- 
vertising should go to the big ad- fee firm’s payments and the retail- 
vertising market place where the, er’s linage costs Mr. Wilson termed 
people are accustomed to buy,” Mr./an “advertising profit” through 
Stone declared. “We newspapers which the retail grocery advertiser 
need to re-state and re-emphasize “may reduce his total advertising 
our advertising axioms—interpret cost...or conversely...do a greater 
them in terms of the market which amount of advertising than in the 
the suburban center wants to serve.| past.” (For other news of Hills 

“We may have to make invest-| Bros., see story on Page 2.) 
ments in detailed market research, Speaking for department stores, 
in time, in manpower, out of all) Irvin Dworkin, president of Jordan 
proportion to the business we hope | Marsh Co., San Diego, found only 
to get from a particular center— ‘one problem.” This turned out to 
but can we afford to do other-| be not the shopping centers or the 
wise?” suburban drift, but rather the need 

'for prying family dollars out of the 
® Mr. Stone also took occasion to savings accounts and pulling them 
deny that shopping center adver- into the stores. 
tising means disloyalty to “Main ) 

Street.” since most of the leading # Mr. Dworkin saw the depart- 
stores in most shopping centers are | ment stores and the newspapers as 
branches of downtown concerns.| engaged in a partnership effort to 

“To reject suburban shopping/do just that through effective 
center copy would be unthinkable, newspaper advertising. At the 
both from a self-interest and from| same time he complained of the 
a public service point of view,” he | newspapers’ failure to teach store 
added. operators how to advertise effec- 

Speaking of a kindred modern tively. 
marketing phenomenon, the food; Citing an Allied Stores Corp. 
supermarket, Russell Z. Eller, ad-|survey, Mr. Dworkin said that at 
vertising manager, Sunkist Grow-/| present 48% of all retail newspa- 
ers Inc., raised the question of per ads designed to produce direct 
where advertising fits into the sales, cost at least half of the total 
supermarket merchandising direct sales they bring about. 
scheme in a “buyer’s era”—which| Twenty-one per cent cost more 
he noted the supers have not yet than 100% of the sales realized, 
experienced. |while 5% produce no results at all, 

“The danger...lies in frantic, the survey showed. 
selling and a resort to wheeling, “No matter how you look at it, 
and dealing in price incentives,” he that is not effective or economical 
warned. |advertising,” Mr. Dworkin said 

| restrainedly. 
= Mr. Eller went on to pin this| 
marketing chain on the rise of | Rosenwald, Filene Elected 
supermarkets: “Consumer demand to Mart Hall of Fame 
as we used to know it is gone. Now| The late Julius Rosenwald, head 
we must rely upon consumer ac-| of Sears, Roebuck & Co., Chicago, 
ceptance. If the product isn’t on| for 25 years, and Edward A. Filene, 
the shelf, in the freezer, or on the|late president of William Filene’s 
product rack, a housewife can’t get | Sons & Co., Boston, have been 
igs }elected to the Hall of Fame of the 

Mr. Eller noted that one school) Merchandise Mart, Chicago. The 
of thought holds that food adver-| Hall of Fame was instituted last 
tising isn’t as important as it used 
to be—since the buyer is a “cap-| 
tive” once she walks into the mar- 
ket. 

“I grant this difference to only a 
minor and insignificant degree,” 
he said in reply. The housewife “‘is 
only a temporary captive. She 
places a chain or local supermarket 
on trial every time she walks 
through the stile. 

“She is not apt to walk or drive 
a mile to another market because . 
she didn’t find her favorite brand | Yar to honor American merchants 


Edw. Filene Julius Rosenwald 


—not today—but perhaps tomor-|Who have made outstanding con- | 


tributions to the nation’s economy. 
Bernard F. Gimbel, chairman of 
= “Advertising builds public con-|the board of Gimbel Bros. Inc., 
fidence in brands—makes self- has been elected chairman of the 
sellers and customer builders,” Mr.| Hall of Fame’s advisory commit- 
Eller concluded. “The bigger the tee for 1954-55. New members of 
investment, the more the market|the committee are Joseph B. Hall, 
operator has at stake, and the less| President, Kroger Co.; Oscar Web- 
he can afford to substitute un-| ber, president, J. L. Hudson Co., 
known brands for those which are | and Franklin P. Williams, presi- 
the proven basis of consumer con-| dent, S. S. Kresge Co. 
fidence.” 
On the practical level of day-to- |J. Gerald Brown Adds One 
day retail advertising, T. Carrol]| Instruments for Industry, Mine- 


row, and thereafter. 


\ ee 
> 


MMM, HMMM—Looking over AA’s report of newspaper advertising ex- 


penditures by national advertise 
Executives Assn. meeting were 


rs at the Newspaper Advertising 
(standing) Donald M. Bernard, 


Washington Post & Times-Herald, NAEA president, and Harold S. 


(Rusty) Barnes, director of the 


Bureau of Advertising. Clutching 


the copy are H. H. MacLean, Scripps-Howard Newspapers, and Rus- 
sell W. Young, Seattle Times. 


Senate Group Okays 
Bill to Hamper Air 
Coverage of Racing 


WASHINGTON, June 30—The Sen- 
ate commerce committee today ap- 
proved legislation designed to pre- 
vent radio and tv stations from be- 
coming a source of information for 
dog and horse race gamblers. 

An anti-gambling bill proposed 
by Attorney General Herbert 
Brownell and approved by the 
committee today prevents stations 
from broadcasting information 
about odds or track conditions be- 
fore a race is run, and makes it 
\illegal to broadcast results for at 
least an hour after the finish. 


an exception for one feature race 
a day, thus permitting continued 
broadcasting of the Kentucky 
Derby and other major events. 


Although the bill was recom- 


/mended by the Justice Department, | 


‘it has been opposed by the Federal 
| Communications Commission. FCC 


|feels the broadcasting of gam- 


bling data can be controlled by | 


The bill contains a clause making | 


‘Wool Bureau Adopts 


‘Unofficial’ Insignia 


_ New York, June 30—If the 
| Wool Bureau has its way, Amer- 
\ican consumers are soon due to 
become wool conscious, wherever 
they turn. 

| Segments of the industry, from 
| growers through manufacturers to 
\retailers, are uniting in a cam- 
|paign aimed at publicizing the 
unofficial trademark of the indus- 
‘try, a seal-like insignia bearing 


| 
| 
i 


| 


| 
| 


| revoking licenses of stations which | 


|program this type of material. In 
|the past the commission has acted 
|against stations suspected of serv- 
ing as relay points for gambling in- 
formation. 

‘Reporter’ Promotes Hinckley 

| George W. Hinckley Jr., former- 
ily assistant circulation manager 
and newsstand manager of The 
Reporter, has been promoted to 
circulation manager. He joined the 
magazine in 1951. 


Wolco Names O'Connor S. M. 
Caleb H. O’Connor has been 


ithe legend, “Wonder Fiber Wool, 
a marvel of nature perfected by 
man.” 

Manufacturers of wool clothing 
|began placing the first batch of 
1,000,000 insignia hang-tags on 
|their garments last fall. An addi- 
tional printing of 300,000 has just 
come off the press, and orders for 
2,000,000 more are on hand. Its suc- 
_cessful use as a garment hang-tag 
/has led to adoption of the seal by 
|other industry groups. It is being 
|used by wool growers and their 
associations on letterheads, on 
|promotional material turned out 


named sales manager of Wolco by dealers and textile mills, and 
Products Inc., Hartford. He has|jin displays and advertising of 


Wilson, v.p. in charge of advertis-_| ola, N. Y., has named J. Gerald | been with the company for the manufacturers and retailers. 


Francisco, caused a stir at the con-| N. Y., to handle advertising. 


ing, Hills Bros. Coffee Inc., San| Brown Advertising, Hempstead, 
vention with the announcement of. 


| past two years as assistant sales 
| manager. 


Used in connection with gar-|} 


ments, the new insignia supple- 


a new _ cooperative advertising, 
agreement which Hills Bros. sales- 
men are circulating among retail-| 
ers. 


s Under the new arrangement, he 
said, Hills Bros. is offering retail 


tional _1i : May May 
grocers national line rates for | Classification 1954 1953 
space used for separate listings of Retail (total) ....126,506,229 129,827,921 
Hills Bros. coffee in their Own | Dept. Stores .... 48,581,068 49,974,567 
locally-charged ads. Similarly, the| General _........ 34,896,449 36,190,989 
company will pay for listings in| Avtomotive ...... 14,647,400 13,493,399 
handbills on a pre-arranged rate Financial ecccccce 2,905,267 2,549,117 
: R Total Display ..178,955,345 182,061,426 
basis. The total amount paid any cigssified ...... 55,689,065 62,384,979 
retailer is limited by the agreement’ Total ............ 234,644,410 244,446,405 


Newspaper Advertising Linage 
May, 1954 
Media Records Report for 52 Cities 


ments the protection afforded by 
|\the Wool Products Labeling Act 


labei listing fiber content. 
Erma Hamilton Joins Haire 

% Janvory-May % | Erma Hamilton has joined the 
Change 1954 1953. Change @dvertising staff of Infants’ & 
— 2.6 572,364,172 577,222,272 —0.8|Children’s Review, published by 
— 2.8 217,133,123 219,293,181 — 1.0| Haire Publishing Co., New York. 
— 3.6 152,158,455 152,792,025 — 0.4| She was associated with Children’s 
+ 86 59,562,823 54,696,393 + 8.9) Buyer, which recently was pur- 
+14.0 15,597,766 14,640,251 + 65) crased from Boys’ Outfitter Co. 

— 1.7 799,683,216 799,350,941 0.0 ‘ " ‘ 
—107 248,043,707 278,263,080 —10.9| and will be merged with the Haire 


— 4,0 1,047,726,923 1,077,614,021 


— 28 publication with the July issue. 


‘of 1939, which requires that all! 
products containing wool bear a} 


Advertising Age, July 5, 1954 


A. C. Stringer Dies; 
Official of NARTB 


WASHINGTON, June 29—Arthur 
C. Stringer, 57, a veteran of 25 
years in radio and television, died 
June 24 following a heart attack. 
He had been with the National 
Assn. of Radio & Television Broad- 
casters since 1938, during recent 
years as director of exhibits at 
the association’s annual conven- 
tions. 

Before entering radio, Mr. 
Stringer worked for seven years 
in the advertising department of 
the Chicago Tribune. 

In addition to his wife, he is 
survived by two children—Lewis 
Tipton (Tippy) Stringer, who 
conducts a weather telecast on 
WNBW, Washington, and Arthur 
C. Stringer Jr., on the staff of 
WFMY-TV, Greensboro, N. C. 


FRANK GRIESEDIECK 

St. Louis, June 30—Frank B. 
Griesedieck, 54, advertising mana- 
ger of Griesedieck-Western Brew- 
ery Co. in Belleville, Ill., died here 
yesterday following a heart at- 
tack. He had been in failing health 
for several years. 

Mr. Griesedieck, a nephew of 
the brewery’s founder, the late 
Henry L. Griesedieck, had been 
associated with the company for 
21 years. 


JOHN O. HUSE 


DETROIT, June 29—John O. Huse, 
v.p. and sales manager of the Mo- 
par parts and accessories division 
of Chrysler Corp., died at his home 
yesterday. He was 56. 

A retired Navy captain, Mr. 
Huse was a graduate of the U. S. 
Naval Academy. He joined Chrys- 
ler in 1947 after retiring from the 
Navy, and in November, 1948, was 
promoted to the position he held 
at the time of his death. 


‘Newsdealer’ Attacks Comics 
Critic: Urges Retailers’ Help 

The July Newsdealer, New York, 
in its annual comics issue, attacks 
Dr. Frederic Wertham for “leading 
a passionate crusade against all 
comics books” and declares that 
his “preachments and arguments 
have been shown to be unscien- 
tific, contradictory, misleading and 
inaccurate.” 

An editorial urges publication 
retailers to get behind “good” 
comics and the “bad” books will 
thus “drop out of existence sur- 
prisingly fast.” 


S.F. Adcrafters Elects Cole 


W. B. Cole, production and traf- 
fic manager of Batten, Barton, 
Durstine & Osborn, has _ been 
elected president of the San Fran- 
cisco Adcrafters. Walter Lowden, 
Wells Fargo Bank & Union Trust 
Co., has been elected v.p., and 
Walter Smith, advertising manag- 
er of Folger’s Coffee Co., has been 
elected secretary. 


ROY M. DANISH, director of commer- 
cial operations for the network, 
has been appointed assistant to the 
president of the Mutual Broad- 
casting System, New York. He will 
act as a liaison between the presi- 
dent’s office and the network de- 
partment heads. 
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announces another first- 
4-page units! 


For the first time in any Sunday comics medium, 1/6-page units are available — 
and what’s more, through Puck, The Comic Weekly ! 


Maximum campaign frequency is now possible inside the most carefully planned 
budget using Sunday comics. 


You can fill in and round out advertising schedules based on 1/3-page insertions 
by using the new, very economical 1/6-page units. 


Advertisers taking eight or more 1/3-pages a year have the privilege of 
buying up to twice as many 1/6-page units. 


The rate for the 1/6-page units is just half that for the 1/3-pages. 


Experienced advertisers have immediately recognized the phenomenal advertis- 
ing readership which is practically guaranteed by these 1/6-pages. 


The new plan applies to all of the newspapers carrying—and associated with 
— Puck, The Comic Weekly. 


ESWOKG 
F é _ ~~ .BB- a 

THE COMIC WEEKLY 
The Only NATIONAL Comic Weekly—A Hearst Publication 


63 Vesey St., N. Y., Hearst Bldg., Chicago 
1207 Hearst Bldg., San Francisco 


. 


- THE COMIC WEEKLY 
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Department Store Sales... 


Sales Increase for 2nd Week in Row 


WASHINGTON, July 2—For the 
second straight week, department 
store sales in the U. S. were ahead| 
of the corresponding week in 1953, 
according to the Federal Reserve | 
Board. | 

Sales for the week ended June) 
26 were 3% ahead of the corres-_ 
ponding week of 1953. During the 
week ended June 19, sales were 
4% ahead of the corresponding 
week last year. 

Reports from all parts of the 
country indicate that sales of 
major appliances and tv sets are | 
running ahead of last year. De-| 
partment store sales from Jan. 1) 
through June 26 were 3% behind) 


the corresponding period of 1953.) 
% Change from °'53 
Week Ended 


Dallas  ...ecccsccesccssres, -sseseseereee —5 ss 
ascites. exchiamebens = § 7 
Fort Worth 2.0.0.0... ccssesseeee —l1 ac 
a — 3 — 
San Antonio 2... ce eS — 
| San Francisce District ...... = § a 
| Metropolitan Ares 
Te BI ncwsiess ---ossveserans +1 —_— 
Downtown Los Angeles — 2 + 
Westside Los Angeles 46 
Department Store ae ae 
San Francisco-Oz kland — 8 ai 
San Francisco City .... — 5 det 
Sales Barometer Oakland City a: 
San JOSC  vrccsccsecccsseees i 
Portland eossasad <= @ a 
Change from 1953 ge. = co ila 
SORTS  cececrccscccsoceseresessecssonee +1 “i 
SS —5 nm 
+3% III sci Residence —6 = 
—3% o—Sieviied. 
z *—Data not available. 
Fiesta Selects Getschal 
| Fiesta Lingerie Inc., New York, | 
bard = . -has appointed Getschal Co., New 
York, to handle its advertising. 
June 26, 1954 June 26, 1954 | Fiesta, founded @ year ago, will 
‘launch a fall campaign with back- 


Metropolitan Areas 


| to-school promotion of its Color- 
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classification of ROOM AIR CONDITIONERS today 
CAN BE MISLEADING 


DON’T BE MISLED 


Demand to see the Certihed BTU Cooling Capacity of the Brand you buy 
Admiral \ ve-90 stv, Admiral \ we - 150 sts 


cc 


ED 
ese 


- = 
— _ 


Fa Dine =_- ve cS 7 
jem (:' Dvied Exclusively by QRGILL BROTHERS & CO. CS 


MEMPHIS, TOO—Orgill Brothers & 


Advertising Age, July 5, 1954 


New York BBB Issues 
Ad, Selling Standards 
for Air Conditioners 


New York, June 30—A nine- 
point program of standards for 
the advertising and selling of air 
conditioners has been issued by the 
Better Business Bureau of New 
York City. 

Supplementing the BBB’s basic 
radio, tv and appliance standards 
which have been in effect for four 
years, the new program is aimed 
at “achieving voluntary elimina- 
tion of certain types of inaccurate 
or misleading statements § and 
claims which have been appearing 
in air conditioner ads.” 

Developed with the cooperation 
and approval of local distributors, 
the new standards ban the prac- 
tice of implying that existing elec- 
trical circuits are in all cases ade- 
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Rates for this feature: 12 lines (47 letters and spaces per line), including head- 
ing, $25.00. Minimum charge, $25.00. Each additional line, $2.00. No agency 
commission allowed on this feature. Write, wire or phone order to Wm. Hanus, 
Advertising Age, 200 E. Illinois, Chicago (11), Ill. (Phone: DElaware 7-1336). 
Orders with copy accepted as late as 5 p.m. Thursday for Monday publication. 
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BOSTON - WEEI 


BEANTOWN VARIETIES, starring Carl Moore, 
8:30-9:30 a.m., Monday-Saturday, is a live variety 
show that has averaged higher ratings than all 
competing broadcasts for 8 consécutive years. It 
consistently ranks among the “Top Ten” locaily 
produced radio programs in Boston. 1-25 week 
rate for 6 participations a week (currently avail- 
able): $216.00. Contact WEEI, HUbbard 2-2323, or 
CBS Radio Spot Sales. 


CHICAGO - WIND 


al scene through wires of the Associated Press 
with regional and local news which Runyon and 
his staff gather personally. Participation announce- 
ments available with $5.00 news charge. Wire or 
call collect, WOOD Grand Rapids, Michigan or The 
Katz Agency, Inc. for time reservation or further 
details. 


NEW ORLEANS - WDSU 


Louisiana Alarm Clock with Harry Wood, 6-9 a.m 
Monday through Saturday. Here’s New Orleans’ 
own morning wake-up show featuring a minimum 
of talk and a maximum of service. In every half 
hour there’s 25 minutes of music, time signals, 
weather report and a roundup of latest news. It’s 
a service show designed to provide all of the es- 
sential statistics of the day plus plenty of good 
listening. Backed by WDSU’s promotion and mer- 
chandising, Louisiana Alarm Clock can wake up 
New Orleans sales for you. Call us or your John 
Blair man for details. 


THE EDDIE HUBBARD 560 CLUB - Mon. thru 
Sat. 9:45-11:00 p.m. One % hr. available; 9:45- NEW YORK - WNBC 
10:00 p.m. Show is long established “listening | Jack Ladelle’s Musical Scrapbook - 12:05 to 1:00 


habit” with Chicago evening listeners. Average % 
hr. rating is: 3.0 (PULSE) a rating that LEADS all 
indies and two nets. Hubbard has been entertain- 
ing audiences on WIND over 8 years on the same 
time period. Total cost - time and program - 13 
weeks firm - $410.95 per week. Fully commission- 
able. Contact WIND Chicago, at WH 4-2170 or AM 
Radio Sales in New York or Los Angeles. 


GRAND RAPIDS - WOOD 


RUNYON REPORTING - 10:45-11:00 p.m., Mon- 
day through Friday. WOOD and WOOD-TV News 
Director Bob Runyon is an established local figure 


with his comprehensive radio news reports which | 


combine coverage on the international and nation- 


p.m. Monday through Friday. Jack Ladelle is an 
accomplished musician, playing 30 different instru- 
ments (and he does so on the show). He also has 
an appealing voice as he sings popular, all-time 
favorites accompanied by the famed Jonnny Guar- 
nieri Quartet. Add to this sparkling musical pre- 
sentation an intimate, homespun style, and you 
have New York’s newest, brightest daytime musi- 
cal. Participations $100 gross. Contact WNBC Sales 
Dept., Y¥., or your nearest NBC Spot Sales 
office. 


NEW YORK - WOR 


Station-break spots are now available in the 7:30 
| p.m. slot on Tuesdays, Thursdays and Saturdays. 
One of the most desirable periods available, offers 


an opportunity to cash in on the audience to two 
of New York’s most popular programs. Preceeds 
Gabriel Heatter on Tuesdays and Thursdays, and 
the popular quiz show, ‘‘Have a Heart,” on Satur- 
days. Provides tremendous coverage at economy 
rates. Cost per spot: $75. 


OMAHA - WOW 


News participations—noon hour and supper hour. 
Largest audience any midwest radio program. 12.2 
Area Pulse Rating. Audience 60% farm. These 
availabilities very rare. Real franchise buys. Call 
John Blair & Co., or Bill Wiseman, Reyional Ra- 
dio WOW, Webster 3400. 


SAN FRANCISCO - KNBC 


GORDON SOLTAU SPORTS - 6:00-6:15 p.m., Tues. 
& Thurs. All-inclusive sports roundup by one of 


| the biggest names in Northern California sports. 


Soltau, with a record as the leading scorer in the 
National Football League and star of the San Fran- 
cisco ‘49ers, sparks his sports roundup with ex- 
clusives and inside sports news. Program airs in 
time bracket that enjoys tremendous out-of-home 
listening. $40 gross per announcement. Contact 
KNBC Sales Department, San Francisco or NBC 
Spot Sales. 
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CLEVELAND - WNBK 


FLIM FLAM FILM - Saturdays 11:30 a.m. -12:30 
p.m. - Western films out of the top drawer. Large 
juvenile audience built by host Professor Nemo 
who is an accomplished magician. Nemo performs 
from a varied and extensive repertory of tricks 
during film intermissions. $100 gross per participa- 
tion. Contact WNBK Sales Department, Cleveland, 
Ohio or your nearest NBC Spot Sales office. 


HOLLYWOOD - KNBH 


Frandsen’s Features - 1:00-2:15 p.m., Monday 
through Friday; Late Date At The Movies - 11:20 
to sign-off - Monday through Friday. First run 
film features, hosted by personable Tom Frandsen, 
salesman extraordinary. Tom really has way with 


; a commercial that pays off. $125 per participation. 
| Special discount details from KNBH, Hollywood or 
| NBC Spot Sales. 


LOUISVILLE - WAVE-TV 


Dolores Ryan, WAVE-TV’s newest personality, 
brings a new program, “A Woman’s World” 11:40 
a.m, to 12:00 noon, to this area’s gentler sex. The 
program format includes everything in the realm 
of women’s interest; including everything from 
| fashions to floral arrangements, pancakes to poli- 
tics, with a liberal sprinkling of interviews and up- 
to-the-minute news of interest to women. Partic- 
ipating spots, up to five per program (opening, 
close and three one-minute spots) available. Time 
charge, $60.00 plus $10.00 participation per program 
makes a total charge of only $70.00 per spot. Con- 
=e WAVE-TV or NBC Spot Sales for further de- 
ails. 


NEW YORK - WOR-TV 


Prime opportunity to sell via the Aunt Jean Show 
—1:30 to 2:00 p.m., Monday-Thursday. Features 
Jean Phair, successful cooking and homemaking 
expert. Topics include family, health, beauty, 
fashion, home furnishing and cooking. Jean Phair 
has proved her ability to sell in every market 
where she has appeared. Advertiser has double 
benefit of integrated commercial message plus 
product use on show. Price: $344 per quarter-hour 
(13 week basis). 


ROCHESTER, N. Y. - WHAM-TV 


FULL-LENGTH FEATURE MOVIES - 11:15 p.m. 
Wed., Thurs., Fri.; 11:30 p.m. Sat. Available for 
minute participations ($60.00 single rate) or partial 
or complete sponsorship ($250.00 to $550.00). These 
are high-grade features, not run-of-the-mill stuff. 
WHAM.-TV Sales Dept. or your nearest HOLLING- 
BERY office will gladly supply full details. 


WASHINGTON - WNBW 


A LOOK AT THE WEATHER - Available Mon., 
Wed., Fri. - 11:00-11:15 p.m. on Washington’s most 
powerful station. Features Tippy Stringer and of- 
fers largest viewing audience in town at this hour. 
Glamorous Tippy reports latest official weather 
forecast for metropolitan Washington area as well 
as temperatures and weather conditions throughout 
the country. Tippy, a former model, also gives a 
preview of latest fashions. Cost per program: $87.50 
for time, $77 for talent & facilities. Total $164.50. 


yw WNBW Sales Department or NBC Spot 
ales. 


eA) Sy ea 


pete me tet Snes 


tits 


Me re ae 


wr . 
: 

ar 

: 
oa 
as 


. 
ae pee 


eee 


a 


He ein © Ree P| eae 3 4 Ue : 1 LZ =) ee f Pa ee Rae Meee Pia tr a2 a 4 a ee x bal wee SL ee by AES + SOS Py Peg Mpa or, Cees oh ape ting AP ie act at Ota to teh we eter a hee en ice eee * : Sac Ra x a, 7 oe ‘ i : ie mee, 
gay yee aes ca © ms PR cad ene be a eg Neh iee nn Se Se Tone a fe, SU Mags oe a ges kt Ee 5 MS SUR ORS ee. a CON gin ed Rag RNR Wy ER are Cp eR ne Vay Oe Gan Paha oe alae egg em i ape Fad ied oe ee a ee ene oe Satine S 
er eae eas eo posi ee see ava cee es tae Stee SS at Woy, eS See Rh ks ene ee ye Beta en, DS ceed eS ot ge ihe Amey: SER Hata 2 os oe SSSR Ads Sip nc eae eS om ei Ch pane IP MINES vl St eae I ele ZanManate eh a aaa LO ed Rage Te Re oe as Say aR Na aah ie ROOMS tS 
MTS PMR er RU ERMUN Shs eile wens, hae Ree ON ana gosn Ch Riemann, 4 sate Sart MaRS EER 3. Gist) A Gea ee Le”, otis Sea er a ROA la th Soli, Pp opiate alg Bc eee eae | hy Cite wakes Pr ae gent, 0, cok INSTAR ONE Sear ame ae ran ae eer en. 9 preREG a iitia ge ies aware = ag" OME APL sy nO a 
aoe esa ea bis, ea ae 2 Piste Rath yt & = Bevucee Seana rts pera Ss Sse Beer hae ga 8 TEN a ie ‘ es Ct ess he RS abe ‘ ots ; Ley as Pa ORES Bia cts a, age : Be toa ph ona “fe : ae AS ee viii S. a8 ee ek ae PRAY: 
5 Bs aft A ‘ PAY 2 oF . - im ” ' t ¥ f § * ‘, ee sat : , f v : ; eet ew 
: poe \ ee Rr pes 
sa - FR te 8 
oe -- - a : 
ry ee 
Oy 53 
a ya 
: ee | 
< ~~ 
. Peas 
% | seu 
o Br ce 
: im ee sae ee 
e3 ~ wes i oe ~ cooume ' 
~<a Ww capeeny | ' { 
: } : 
. - 1° . me +: } ' DETERMINES | H 
5 hh eae aa | | couume 
= Se a . : 
. meas aioe: Sale | ‘Wig ana | 
a cer otiealiae x ’ are 
: = recklny - Get these FF eatures iar 
i —-———— . = ay i— 4d the Brand you buy | a 
Ee —— — eee. 7 
. THE = a (a " 
: ‘ se ne 
piel 
| FEATURES | . 
nee | 
| F 
e ROOM AIR | 
BUY 1954 FPRE TERE conomonens | 
wilh . || ING CAPACITY | 
y=} }-~ 1} ~—Tnaal atoms 7 
=... be =... , ee, 
7. ——- ae. ee — wo. 
3S re = = 
a a 
—— =O. 
+s = wa =" = —— : 
: ae 
: 
bt 
. : 
at 
} 
5. 
i | 
cnt a 1 
na 
: 
sf | i] 
ae ; 
oe : 
od : 
anes a | 
dei 
¢ 1 
se : 
Poor 
eu ce 
ieee t 
i oe oe 
a ce 
a — 
‘ ie . ie \ 
- ie 
ie 1 } 
a : | 
Za Po ee 
3 
- i { 
a ae 
ie 
aon if 
- o 
a 
oe 
| : 
ii ! 
nee ji ites 
a : e ‘ * 7 * a z 6 | | 
fia ‘ wie : 
2 Las inute po roadcast Avatilabilities. | 
"4 ite : ' 
ae ‘ " 
i : 
& = 
: : PO : 
5 | : 

. ba 
Se , i i 
ee * | 

he Soy 6 
: ; : 
; { Pk 
Puss 
tae : 
ee — 
ee | 
cay 
ee 
fi po —————— 
ss Ps } 
ee 
are | 
ae to 
pei 
ae 
Serie e 
ry i 
ae i | 
| 
ee 
oy 7 
Ah 
ee ; | 
Bere 
ahe'th 3 va * 
; 
ae \ 
‘i 
: 4 “ j ; . ‘ : eam 
ee : | aN, tet ein Ceara ‘ faz es Bi Seed : St ras ~ c % : ote ’ oe E be ey ee paaies y ‘ ook.” Spe ain soi : ie ; teehee Pin cas ey 


a ae 


—————— 


DRUCILLA HANDY has been appointed 
public relations and educational 
director of the toiletries division of 
Helene Curtis Industries Inc., Chi- 
cago, a new position. Miss Handy 
formerly was an account execu- 
tive with Theodore R. Sills & Co., 
public relations counsel. 


Pulse Study Finds 
Switch to Filter 
Tips in New York 


(Continued from Page 2) 


18 to 25 age group in the smoking 
classification and only 20.5% of 
the over-50 in that usage category. 


= 3. There was no noticeable drop 
in the proportion of cigaret smok- 
ers in any male age group, but the 
curve was downward for young 
women. The 18 to 25 age bracket 
proportion went from 79.1% to 
65.9% and the 26 to 35 group 
dropped from 67.9% to 61.8%. 

4. The popular trend was to fil- 
ter-tips. A year ago 4.2% of men 
smokers were in the filter-tip col- 
umn, compared with 9.6% in May, 
1954. In May, 1953, 5.1% of distaff 
smokers were filter-tip customers; 
by May, 1954, the percentage was 
up to 21.8%. 

5. Women also were the best cus- 
tomers for king-size brands. Last 
spring 64.1% of the men were reg- 
ular-size users, against 26.3% who 
preferred a longer cigaret. Women 
were divided evenly, with 39.1% 
smoking regulars and 39.1% 
choosing king-size brands. 


s “Numerically the greatest num- 
ber of male and female smokers 
are in the 36 to 50 age group; 
34.6% of all men smokers are in 
that age group, which also accounts 
for 33.5% of the women who 
smoke. The over-50 group is the 
smallest numerically,” Mr. Hoff- 
man pointed out. 

The report does not make a com- 
parison of the number of male and 
female smokers in the spring of 
1954 compared with May, 1953. 
However, Mr. Hoffman said that 
the population in this area went 
up about 2.5% in that period, 
which means that numerically the 
number of women smokers is not 
down as much as the proportion 
decline. He added that, with the 
proportion in the male population 
remaining pretty constant while 
the number of people has gone up 
slightly, there may be a few more 
men smokers. 

WOR does not make the brand 
preference figures public, but they 
are released to the tobacco com- 
panies for their own information. 


General Electric Boosts Two 
General Electric Co. has pro- 

moted Kenneth L. Walters from 

supervisor of advertising media in 


-jinsulating products 


JUST ASK FOR MARIE:  \ 
Call WAbash 2-8655 and’ ask for 
Marie Ma i 


pray 


its apparatus sales division to 
media planning consultant, with 
headquarters in New York. Mr. 
Walters succeeds A. T. Wolcott, 
who resigned to join the Audit 
Bureau of Circulations. Frank N. 
Kautzmann Jr., formerly an adver- 
tising and sales promotion man- 
ager with the Crosley division of 
Avco Mfg. Co., has been named 
advertising and sales promotion 
manager of GE’s laminated and 
department, 
Coshocton, O. 


Rowe Promotes Brinkmann 
Charles H. Brinkmann has been 
appointed v.p. in charge of sales 
of Rowe Mfg. Co., New York man- 
ufacturer of automatic vending 
machines, succeeding the late John 
S. Mill. Mr. 
joined Rowe in 1946, had been as- 
sistant sales manager since 1950. 


Federal Names Gaynor 

Federal Fawick Corp., Cleveland, 
has named Paul Gaynor & Co., 
New York, as its public relations 
counsel. 


Brinkmann, who): 


PICTURE YOUR PRODUCT 


8,680,430 times a week in New York area homes.* 


ALKA-SELTZER does... 


on the Number One television station. 
WCBS.-TV CBS Owned, channel 2 


*Family impressions per week, N.Y. ARB, May '54 
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do your prospects know where to find 
the outlets for your products? You can 
easily direct them to your dealers with 
national Trade Mark Service in the ‘yel- 
low pages’ of the telephone directory. 


This point-of-sale identification plan 
features your trade-mark or brand name 
with the names, addresses and telephone 
numbers of your local dealers in direc- 
tories from coast to coast. The service 


Most people know where the Liberty Bell 
can be found... but 


is available in 40 million directories... 
or in selected markets. 


The Trade Mark Service representa- 
tive is experienced in modern merchan- 
dising and distribution methods of many 
lines of businesses. He’ll be glad to show 
how Trade Mark Service will help get 
direct sales action for you at low cost. 
You can get him by calling your local 
telephone business office. 
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Dan Lawrence Adds Account |Halloran PR Opens 


Golden Arrow Dairy, San Diego, Ursula Halloran & Associates, opened the New 
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St., New York. Mis: Halloran, who, Beaumont & Hohman Adds One | Cl app’s B aby Foo d 


York office of. 


| The East Bay Producers’ Milk 
has named Dan Lawrence Co., San public relations counselor, has| Rogers & Cowan tree years ago, 


Diego, to handle its advertising. 


opened with offices at 5 E. 57th resigned to open ! er own office. 


Serving The Central Ohio Valley 
— Industrial Heart of The Nation 


Huntington, a trading center for 613, 
400 people who spend $415,842,000* 
annually, is serviced completely by the 
newspapers of the Huntington Publish- 
ing Company. 


Where industry is concentrated in this 
rich Tri-State region, there are large pay- 
rolls. Reach them daily with the most 
complete coverage in the area through 
The Huntington Advertiser 
The Herald-Dispatch 
The Herald-Advertiser | 


HUNTINGTON, WEST VIRGINIA 


*SM Estimates 
Represented by The Katz Agency 


Lejohn Manufacturing Company is typicol 
of scores of major industries who swell the 
payrolls of the rich Central Ohio Valley. 


Francisco office of Beaumont & 


promotion for all Grade A milk 
products in California’s Alameda 
and Contra Costa counties. Media 
plans call for newspapers, radio, 
outdocr boards, street car cards 
and direct mail, supported by spe- 
cial promotions in cooperation 
with stores, restaurants and indus- 
trial companies in the market area. 


Barrett Mason Joins ‘Life’ 

Barrett K. Mason, formerly with 
This Week Magazine, has joined 
the Chicago sales staff of Life. 
Robert D. Davis, formerly with 
the Chicago staff, has moved to 
the St. Louis sales staff. 


Newspaper Boosts Billings 
Roger Billings, with the adver- 
tising staff of tke New York Her- 
ald Tribune since 1946, has been 
promoted to department store ad- 
vertising manager of the paper. 


SPECIAL “<u 
a 
: *», GERMANY 


PE. ta 
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‘ONE’S IN ENGLISH 


ee ee 


NE’S IN SPANISH 


xy a eC MI ee 


BOTH ARE LEADERS 


AMONG BUSINESS READERS 


Council has appointed the san Will Get $250,000 


Hohman to direct advertising and| Promotion in East 


New York, June 30—A $250,000 
10-week drive in 20 states in the 
eastern half of the U.S. is being 
launched for Clapp’s baby food 
by Duffy-Mott Co. 

A total of 93 newspapers in 59 
key cities, including New York, 
Chicago: and Philadelphia, will 
carry 1,000- and 3,000-line ads, 
supported by radio spots and par- 
ticipations in each community. 

Young & Rubicam is the agency 
on the account. 

The drive is concurrent with 
plans for opening a new plant for 
producing Clapp’s baby food in 
Williamson, N. Y. A new plant 
was opened in Hamlin, N. Y., last 
week. It is estimated that peak 
seasonal operation will enable the 
company to employ 500 more peo- 
ple than heretofore at the Hamlin 
operation. 


Nearly every international magazine is read by 
businessmen. But what’s important is by how 
many, at what level, and how often. 


The research firm of Erdos & Morgan has been 
surveying leading overseas businessmen to deter- 
mine which magazines they read regularly. Here’s 
what four recent studies show: 


LIFE EN ESPANOL is first in regular readership 
by business leaders in Spanish-speaking Latin 
America—in fact, first among more than 1100 
magazines mentioned. 


LIFE INTERNATIONAL, the world-wide English- 
language edition, is read regularly by a higher 
percentage of the top management men sur- 
veyed in the Philippines, Brazil and Switzer- 
land than any other imported magazine. 

These findings reflect the fact that 9 out of 10 sub- 

scribers and newsstand buyers of each edition are 

in business, government and the professions—at far 
above average income and position levels. 


And both fortnightly editions, whether portray- 


ing recovery in Germany in one issue or progress 
everywhere in every issue, have the same powerful 
impact on important people. Both speak the uni- 
versal language of pictures. Both provide the finest 
printing and color reproduction. Both have the 
largest page size among international magazines. 

If you're interested in reaching top business ex- 
ecutives overseas, please write for your free copy 
of “More Facts about LIFE International Edi- 
tions.”” Both are leaders among business readers. 


— Tt bl dil 


Shs Bis a 55 att tele 


in Spanish for Latin America 


in knelish around the world 


Time-Life Building, 9 Rockefeller Plaza, N. Y. 20, N. ¥. 


International Ad Group 
Names Committee Heads 

Vincent Tuching of Foote, Cone 
& Belding International, New York, 
has been named chairman of the 
program committee of the Inter- 
national Advertising Assn. 

Other committee heads named 
by Jere Patterson, Life Interna- 
tional Editions, IAA president, in- 
clude Charles F. Rork, Electric 
Auto-Lite, inter-organization; Dr. 
Eric Stoetzner, New York Times, 
international services; Jay Tut- 
hill, Hitchcock Publishing Co., 
membership; Richard Turner, Mc- 
Graw-Hill International, Bulletin: 
Aurora Blando, Morse _ Interna- 
tional, employment; Walter Sauer, 
Home Products International, 
standards; Alexander Stanley, 
Dun & Bradstreet, research; Daniel 
Kaufherr, Irwin Vladimir & Co., 
merchandising, and Curtis Hoxter, 
George Peabody & Associates, pub- 
licity. 


Baltimore Agencies Merge 

AWL Advertising Agency and 
Leon S. Golnick & Associates, 
both of Baltimore, have merged 
under the name AWL & Golnick 
Associates. The new agency is 
using a combined staff and main- 
tains offices at 1101 N. Calvert 
St., Baltimore. 


anyone can do 


Hand-Lettering 


with a 


VARIGRAPH 


LETTERING INSTRUMENT 


All the ‘‘heads"’ and sample 


Sans Sepigiiae—n _ 
Caslon @\y£Enolish 


any shope any SIZ 


Now anyone can do a good job of hand 
lettering ...and do it exactly the size you 
want to fit your layout. More than 600 
variations in size and shapes of letters may 
be produced from one templet. 126 tem- 
plets and lettering styles to choose from. 


For complete information write Dept. 157 


VARIGRAPH CO., INC. 
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Advertising Pages and Linage in National Magazines 


Official Figures for May and Year-to-Date as Compiled by Publishers Information Bureau 


Publications with an * report directly to ADVERTISING AGE 


ayes 


May May Jan.-May Jan.-May May 
1954 1953 1954 1953 1954 

Weeklies, Bi-Weeklies, Semi-Monthlies 
t*Capper’s Weekly .......... 8.1 102.1 40.0 15,586 
*Christian Advocate ......... i: 4 16.7 100.2 106.2 7,624 
| ae eee 95.9 153.5 443.0 546.6 65,219 
Cue bas Daw wie GER saree eee 98.9 95.9 371.2 388.8 42,415 
Grit ae ee eee 22.4 18.3 120.1 98.3 22,350 
Pee V8 soesd ss MINK 0a COS ‘ 472.9 430.9 1,775.6 1,736.6 321,586 
EN Es Epes 1295 124.5 538.2 539.7 88,040 
New Yorker EC Aeeeoew ores vad 417.4 419.3 1,654.8 1,572.8 179,073 
WE, sekGba040 5000 0de 296.5 274.4 1,194.6 1,229.9 124,517 
*Presbyterian Life .......... 16.8 19.7 79.0 125.8 7,055 
Saturday Evening Post ....... 452.66 497.4 1,650.4 1,846.0 307,782 
Saturday Review ............ 87.5 69.0 374.8 367.9 36,754 
“Sporting News ...........+ 23.9 25.0 125.6 121.6 25,932 
SOME. ied ce bakeesi sds aasae 352.6 328.4 1,451.3 1,542.1 148,109 
§U. S. News & World Report . 246.5 267.0 1,108.5 1,077.7 103,522 


Total Group 


eee weet eee eee 


May 
1953 


18,047 
6,910 
104,380 
41,141 
18,300 
293,012 
84,660 
179,880 
115,248 
8,266 
338,232 
28,980 
27,126 
137,928 
112,140 


2,747.4 2,748.1 11,089.4 11,340.0 1,495,564 1,514,250 


‘ 


Jan.-May Jan.-May 


1954 1953 

102,044 89,521 
41,441 43,927 
301,240 371,688 
159,245 166,795 
120,100 98,300 
1,207,408 1,180,888 
365,976 366,996 
709,909 674,731 
501,732 516,558 
33,201 42,899 
1,122,272 1,255,280 
157,416 154,518 
136,239 132,144 
609,546 647,682 
465,570 452,634 
6,033,339 6,194,561 


TChanged from 2,240-line page to 1,000-line page in January 1954. {Five issues in May 1954; four issues in May 1953. 
§Four issues in May 1954; five issues in May 1953. 


Women’s 
American Family ............ 21.2 18.3 100.5 $8.0 9,103 7,851 43,115 42,042 
rrr 41.1 43.8 190.6 198.2 17,628 18,790 $1,767 85,028 
t#Bride’s Magazine ......... 110.3 100.2 275.0 245.0 69,710 63,326 173,800 154,840 
eee 43.4 41.0 211.3 229.2 18,619 17,589 90,648 98,327 
oe. eee 80.2 72.1 358.8 343.8 34,406 30,931 153,925 147,490 
Good Housekeeping .......... 145.8 154.3 605.5 631.7 62,548 66,195 259,760 270,999 
Ladies’ Home Journal ........ 107.4 111.3 467.8 484.4 73,032 75,684 318,104 329,392 
McCall’s Magazine .......... 79.5 78.5 350.9 357.3 54,060 53,380 238,612 242,964 
Parents’ Magazine ........... 69.4 77.2 309.5 324.7 29,773 33,119 132,776 139,296 
I aicnGin sc c0nse neste 122.8 132.7 524.4 533.9 83,504 90,236 356,592 363,052 
ere 33.4 66.3 155.7 251.1 14,329 28,443 66,795 107,722 
*Western Family: 
Southwest Edition ......... 34.6 34.8 155.9 174.1 14,843 14,926 66,868 74,679 
#Mountain Edition ....... 31.9 30.8 144.7 156.3 13,686 13,232 62,183 67,042 
No. Calif. Edition ....... 33.4 33.3 156.5 165.1 14,329 14,269 67,145 70,796 
#Northwest Edition ....... 34.6 33.8 154.8 168.3 14,831 14,518 66,378 72,215 
oo ee ae 64.6 74.0 313.6 340.7 27,713 31,746 134,534 146,160 
Woman's Home Companion .... 58.5 73.6 278.4 328.0 39,780 50,048 189,312 223,040 
*The Workbasket ........00. 15.2 17.0 158.3 146.1 2,985 3,332 31,039 28,651 
... i a reece 917.1 994.9 4181.2 4,441.2 482,323 522,270 2,163,847 2,298,842 
tPublished quarterly. Not included in totals. {See note at end of linage tabulation. 
General 
SE NUNS. ccs csces vee 31.3 35.1 140.7 151.3 13,129 14,727 59,082 63,557 
*American Forests .......... 17.2 20.2 78.0 79.7 7,210 8,484 32,760 33,160 
American Legion ........... 19.2 18.8 100.7 106.2 8,064 7,896 42,294 44,604 
American Magazine .......... 27.8 29.0 136.3 136.1 11,676 12,180 57,246 57,162 
PE <d.nscdeesstdecessses 21.7 21.3 108.3 111.6 9,309 9,138 46,461 47,876 
errs err err 28.9 29.6 135.8 127.9 12,138 12,432 57,036 53,718 
Christian Herald ............ 22.2 30.0 184.9 188.6 9,524 12,870 79,322 80,909 
*Columbia ...... “PeeTT Tree 3.4 3.2 22.9 29.8 2,283 2,154 15,583 20,231 
PE rrr ee 33.0 32.0 137.0 132.0 6,006 5,824 24,934 24,024 
GHISTRE cc cccccccescce 27.4 42.4 121.9 170.4 11,755 18,190 52,295 73,102 
SEaple Magazine ..ccccccccss §.1 6.3 31.0 35.0 2,131 2,637 12,966 14,683 
WN 655 b65446560000006 608 55.6 69.3 267.1 290.6 37,808 47,124 181,628 197,608 
a eer riers 11.4 9.3 63.3 55.0 4,891 3,990 27,156 23,595 
ME, 546054 66.004054500% 51.7 62.9 249.0 281.5 35,156 42,772 169,320 191,420 
SN 564666.4-0:9:044-0 90460005 9.9 11.9 58.9 53.2 6,198 7,453 36,745 33,340 
TE, 4.400hd0 000060000 20.3 16.1 101.0 97.0 13,944 11,071 69,474 66,697 
aces esenssteeesan 23.6 27.3 109.0 119.4 10,124 11,712 46,761 51,223 
*Grade Teacher ............ 26.3 33.9 163.9 167.7 11,619 14,944 72,314 73,950 
Harper’s Magazine .......... 23.0 18.0 112.3 97.3 9,660 7,560 47,166 40,866 
EE PEE ET eT 93.3 96.0 366.5 328.2 63,444 65,280 249,220 223,176 
*Improvement Era .......... 34.4 33.6 143.5 147.7 14,452 14,095 60,254 61,976 
SIRIMENEE . cccccccccscccess 23.0 24.4 149.0 154.9 15,731 16,677 101,960 105,943 
Pe Pere rereee 16.8 12.4 98.1 49.9 7,207 5,320 42,085 21,407 
WE MEE 6 Sedo cccces 115.0 101.3 623.9 544.3 67,620 59,535 366,827 319,958 
N&tional Geographic ........ 53.6 51.3 207.4 236.4 12,757 12,209 49,361 56,263 
a, , EP ET Eee 232.2 28.7 129.9 135.3 15,788 19,520 88,332 92,050 
bis. SMPTE EERE Eee 44.8 40.8 196.2 190.6 19,219 17,136 84,170 80,052 
i EEL CRETE 19.6 20.8 99.6 103.3 8,400 8,936 42,671 44,279 
SIF. 4066 6dcsepccsvesesee 9.6 5.6 44.2 33.3 4,136 2,396 19,004 14,320 
Redbook Magazine ........... 20.5 20.0 111.2 96.3 8,795 8,580 47,705 41,313 
CHINO occ bs ddovsccsvsce 7.5 9.4 43.0 51.7 3,126 3,932 19,075 21,656 
errr rrrrrre eri a3.7 12.7 36.2 40.5 7,861 8,490 24,342 27,139 
Town G& Country ...ccccscses 67.7 68.3 310.6 318.3 45,494 45,898 208,723 213,898 
WOE oe 64064666 440404088085 47.8 39.8 173.6 171.0 20,506 17,074 74,474 73,359 
TT 104.8 103.9 503.1 475.5 61,622 61,093 295,822 279,593 
\.. 2. SePeereerrerer 1,152.3. 1,185.6 5,558.0 5,507.5 598,783 619,329 2,904,568 2,868,107 
Changed from 420-line page to 429-line page in November 1953. {May-June issues combined. 
Home 
American Home ............ 90.1 86.2 367.4 347.3 56,943 54,478 232,197 219,494 
Better Homes & Gardens ..... 178.0 3=211.1 714.2 831.5 112,496 133,415 451,374 525,508 
*Flower Grower .....-.0++.5+ 61.0 60.0 359.0 362.1 25,620 25,200 150,780 152,096 
House Beautiful ............ 175.7. 179.2 595.8 587.8 111,042 113,254 376,546 371,490 
House & Garden ..........-. 130.4 138.5 414.2 462.3 82,413 87,532 261,774 292,174 
errr errr rrr 51.0 50.3 238.5 229.6 21,879 21,579 102,317 98,498 
MEN) KbSdsss0d0vsrerdcess 102.0 100.7 339.1 336.4 64,464 63,642 214,311 212,605 
Sunset Magazine ...........-- 192.4 154.8 737.7 597.9 80,808 65,016 309,834 251,118 
Fetal GIOND ccccccccccccce 980.6 980.8 3,765.9 3,754.9 555,665 564116 2,099,133 2,122,983 
Fashion 
rere 127.8 128.5 439.5 456.5 54,826 55,127 188,546 195,839 
BNET. Svciccccesccdvosoas 1319 156.8 476.0 500.7 56,585 67,267 204,204 214,800 
Harper’s Bazaar ..........-- 80.1 103.7 477.2 526.3 50,623 65,538 301,590 332,622 
Mademoiselle ........ «.+5-- $6.8 84.3 435.2 449.4 37,237 36,165 186,701 192,793 
WOON acecevces Lesesacsaes 1226 1118 741.9 733.9 77,483 70,658 468,881 463,825 
Total Group ........-+0- 549.2 585.1 2,569.8 2,666.8 276,754 294,755 1,349,922 1,399,879 
Movie-Romance-Radio 
Dell Modern Group: 
Modern Romances ........ 36.8 29.9 154.5 159.3 15,787 12,827 66,281 68,340 
Modern Screen .........-.- 34.3 32.7 137.9 156.4 14,715 14,028 59,159 67,096 
SWORN GENES cc cccecesece 28.1 25.3 115.7 127.9 12,055 10,854 49,635 54,869 
Fawcett Women’s Group: 
Motion Picture ........... 18.5 26.4 94.1 126.1 7,937 11,326 40,369 54,097 
True Confessions .......... 22.2 34.0 125.8 157.9 9,524 14,586 53,968 67,739 
Hillman Women’s Group ...... 13.4 9.7 66.8 52.4 5,749 4,161 28,657 22,480 
Hillman Romance Group ...... 2.8 8.8 18.9 33.0 1,201 3,775 8,108 14,157 
Ideal Women’s Group: 
Intimate Romances ........ 19.4 20.4 86.4 94.8 8,323 8,752 37,066 40,669 
TROND EIS ccccccsccccesse 21.8 20.8 102.2 91.9 9,352 8,923 43,844 39,425 
Movie Stars Parade ........ 21.9 20.8 102.3 92.0 9,395 8,923 43,887 39,468 
Personal Romances ........ 19.1 20.3 86.2 92.0 8,194 8,709 36,980 39,468 
+#TV Star Parade .......... 18.3 —— 749 — 7,851 oe 32,132 — 
Pines Women’s Group: 
Screenland-Silver Screen .... 16.7 16.3 78.5 100.8 7,164 6,993 33,677 43,243 
§True Life Stories ........ 11.8 a 53.4 —— 5,062 - os 22,909 — 
t*Quality Romance Group .... 6.0 —_ 30.0 24.0 2,268 a 11,340 9,072 


Jan.-May Jan.-May 


1954 


50,408 
94,552 


—— — —Pages ——_ &¢ 
May May Jan.-May Jan.-May May 
1954 1953 1954 1953 1954 
*Secrets Romance Group: 

Revealing Romances ....... 12.9 17.3 80.0 82.4 5,537 
BEE < cancnwy ede oi sess 15.8 21.6 94.2 105.7 6,783 

True Story Women's Group: 
A ee 48.5 38.6 183.9 178.5 20,807 
Radio - TV Mirror ........ 25.5 23.3 110.8 112.8 10,940 
True Experience .......... 26.3 27.0 121.0 126.7 11,283 
True Love Stories ......... 26.1 25.6 118.1 122.7 11,197 
True Romance ..........- 24.8 26.2 117.5 123.7 10,639 
. 2 Aer rrorr 49.0 54.4 220.4 245.5 21,021 
Total Group eaeiweeee es 520. oO 499. 499.4 2, 373.5" 5 2, 406.5 222,784 


publication in October 1953. 


1, 016,714 


1953 


35,359 
45,332 


76,577 
48,391 
54,354 
52,638 
53,067 
105,320 


1,031,162 


NOTE: Figures for each publication in the Dell, Fawcett, Ideal and True Story groups include all advertising carried by 
the group as a whole PLUS additional advertising carried by each individual publication. 


Magazine Linage Trend. figures in thousands 


GENERAL 


1954 


MAY| 599 


ApR.|6 50 


_} 


1953 


cis | 


Business 
Business Week ..........-55 578.2 570.6 
tDun’s Review & Modern Industry 80.8 79.2 
*Financial World ..........- 31.0 25.8 
PHI: sci ccde cc cvccccedese 50.9 46.6 
a arr re ere 138.5 152.5 
Nation’s Business ........... 49.5 44.5 
FE BOD cc cccevieesss 928.9 919.2 


2,399.9 2,387.5 242,844 239,652 
456.8 378.3 33,936 33,264 
207.8 204.9 13,028 10,843 
245.3 228.0 21,378 19,572 
682.5 713.3 87,532 96,380 
218.1 196.0 21,236 19,091 

4,210.4 4,108.0 419,954 418,802 


WOMEN'S FASHION HOME 
1954 1954 1934 . 
may [482 —] may may [556] 
apr(588__| APR. — 
1953 1953 1933 
May wav Ee | ev Ee 


1,007,958 
191,856 
87,286 
103,026 
431,340 
93,565 


1,002,750 
158,886 
86,031 
95,760 
450,806 
84,084 


1,915,031 


1,878,317 


+Dun’s Review and Modern Industry combined effective August 1953. Pages and lines shown for 1953 are for Dun's Review 


only. 

Youth 

*American Boy-Open Road .... 8.3 9.9 32.0 32.4 3,551 4,252 13,734 13,888 

American Girl ....0....-.00% 19.8 18.3 112.1 103.3 8,494 7,851 48,091 44,316 

Bere tile ....0 txcivssacs 32.0 25.1 112.8 103.1 21,760 17,068 76,704 70,108 

. i eer 1.2 0.9 13.3 9.9 515 406 5,780 4,276 

Scholastic Magazines ........ 31.3 24.5 204.1 182.1 13,146 10,296 85,722 76,482 

*Scholastic Roto ..........-- 5.3 4.2 24.8 15.9 4,788 3,808 22,359 14,326 
ee ee 97.9 82.9 499.1 446.7 52,254 43,675 252,390 223,396 

. 

Outdoor & Sports 

*American Rifleman ........ 54.5 55.4 278.4 255.4 23,394 23,774 119,460 109,541 

Field & Stream .......... 87.0 77.2 361.8 330.5 37,323 33,119 155,212 141,785 

*Fur-Fish-Game ..........+- 23.5 22.8 109.2 107.2 10,077 9,797 46,831 45,971 

*Hunting & Fishing ........ 25.0 29.9 106.5 136.5 10,707 12,814 45,651 58,563 

Seer 75.6 74.3 365.3 341.8 32.432 31.875 156.714 146.632 

Sports Afield ..... esate 734 722 303.2 297.4 31,489 30,974 130,073 127,585 
rer rr 339.0 331.8 1,524.4 1,468.8 145,422 142,353 653,941 630,077 

Mechanics & Science 

Mechanix Illustrated ...... 64.4 76.5 356.4 413.0 14,426 17,136 79,834 92,512 

Popular Mechanics .........-- 151.4 176.0 788.2 857.9 33,914 39,424 176,557 192,170 

Popular Science ............ 129.5 125.9 691.4 709.2 29,008 28,202 154,874 158,861 

t#Science & Mechanics ...... 97.6 88.1 218.5 240.1 21,862 19,734 48,944 53,782 
ee ere 345.3. 378.4 1,836.0 1,980.1 77,348 84,762 411,265 443,543 

tApril-May issues combined. #Not included in totals. 

Detective & Fiction 

Dell Men’s Group .......... 111 14.3 70.7 91.9 4,762 6,135 30,330 39,425 

*Macfadden Men’s Group ..... 44.7 50.2 244.1 286.0 19,170 21,459 104,676 122,625 

*Popular Fiction Group ...... 19.9 13.6 80.6 73.5 4,455 3,043 18,061 16,448 

*Thrilling Fiction Group 7.3 9.7 43.2 53.2 1,630 2,169 9,683 11,926 
 - eerreerrrere 83.0 87.8 438.6 504.6 30,017 32,806 162,750 190,424 

Farm 

Capper’s Farmer ........00- 52.0 64.3 307.3 325.1 22,308 27,585 131,832 139,468 

Country Gentleman .......... 90.2 113.7 451.6 521.0 38,696 48,777 193,736 223,509 

ee re 935 lll 501.0 523.0 40,112 47,662 214,929 224,367 

+Farm & Ranch—Southern 
Agriculturist ..........-. 40.5 44.9 230.5 241.3 17,375 19,262 98,885 103,518 

+Progressive Farmer ....... 94.0 105.7 522.0 539.5 63,920 71,876 354.960 366.860 

Successful Farming .......... 85.0 1018 490.2 494.1 38,250 45,810 220,590 222,345 
ee ee 455.2 5415 2,502.6 2,644.0 220,661 260,972 1,214,932 1,280,067 

+See note at end of linage tabulation. 

Newspaper Sections (1) 

(Nationally distributed with Sunday newspapers) 3 

American Weekly .......... 48.6 53.3 229.7 252.1 41,310 45,305 195,245 214,285 

ee ey ay eee 55.6 56.9 263.8 242.2 47,260 48,365 224,230 205,870 

This Week Magazine ........ 80.0 82.0 367.2 360.5 68,000 69,700 312,120 306,425 
eee 184.2 1922 860.7 854.8 156,570 163,370 731,595 726,580 

Newspaper Sections (II) 

(All other newspaper sections and comics) 

First 3 Markets Group ...... 39.9 40.7 201.0 182.5 33,915 34,595 170,850 155,125 

New York Mirror Magazine .. 49.6 57.6 210.0 235.2 48,608 56,448 205,800 230,496 

New York Times Magazine .... 233.6 230.3 1,022.3 981.8 198,560 195,755 868,955 834,530 

Puck—The Comic Weekly .... 8.4 10.6 43.3 62.4 15,994 20,182 82,443 118,810 
err rw rrr 331.5 339.2 1,476.6 1,461.9 297,077 306,980 1,328,048 1,338,561 


All figures in the following groups were compiled by Advertising Age 


Comics Magazines 


tAmerican Comics Group: 
(Total 2 Units) 


21.5 


3,780 


2,835 


14,364 


8,127 
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that we call it... 


DESIGNED BY THE BEST 
MERCHAINDISING TALENT! 
EVERYWOMAN’S Fall Festival 


merchaindising kit of in-store mate- 
rials was developed with the aid of its 
Retail Advisory Board—some of the 
best supermarket brains in the business. 
It meets today’s supermarket display re- 
quirements— meaning maximum point- 
of-sale usage in high-traffic, big- volume 
supermarkets from coast-to-coast. 


2,200 SUPERMARKETS IN 
BIG CHAINS GUARANTEED! 


EVERYWOMAN’S chains are mer- 
chaindising giants. Imagine big, colorful 
Fall Festival in-store displays for your 
products in stores of National Tea, 
Food Fair, and Colonial Stores and 
many other leading chains from coast- 
to-coast during September and October! 
Advance commitments promise to ex- 
ceed the guarantee of 2,200 stores. 


SO DIFFERENT 


EVERYWOMAN’S BIGGEST 
SUPERMARKET PROMOTION! 


All of EVERYWOMAN’S previous 
merchaindising store sales have been 
highly successful, both in chain partic- 
ipation and sales-volume results. Com- 
ments: Chain President, ‘*... the best 
merchandising program to cross my 
desk;’’ Agency Executive, ‘‘... sound 
as a dollar;’’ Sales Manager, ‘‘... the 
best tie-in available in publishing.’’ 
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EVERYWOMAN’S FALL FESTIVAL 
supermarket sale is : 
from other magazine store promotions 
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a IS POINT-oF-sALE MERCHAIN pisinc 


$10,000 MANAGER’S CONTEST 
WILL PROVIDE YOU PROOF! 


EVERYWOMAN’S is offering store 
managers $10,000 in prizes for submit- 
ting evidence of their use of in-store 
displays and documentation of sales re- 
sults for advertised products. This ex- 
clusive EVERYWOMAN’S feature 
gets point-of-sale impact. Judging will 
be by an impartial panel of experts from 
agencies and manufacturers. 


GET LOCAL SALES IMPACT 
THROUGH FOOD-CHAIN ADS! 


In EVERYWOMAN’S previous 
supermarket promotions individual 
chains used as many as 700 newspapers 
to promote the sale locally. This power- 
ful consumer impact has attained as 
much as 17,000,000 plus circulation at 
no extra cost to participating product 
manufacturers. Millions more will see 
your in-store, point-of-sale material. 


PROVEN RECORD OF 
PRODUCT SALES-SUCCESS! 
Time after time, EVERY WOMAN’S 


supermarket sales have gained in- 
creased volume for participating adver- 
tisers. This is your opportunity to ex- 
cite the chain supermarket field where 
every woman shops regularly. The Fall 
Festival includes window posters, wire 
banners, dump displays, shelf markers, 
newspaper ads and publicity. 


ITO PARTICIPATE, WIRE FOR FACTS NOW 


| EVERYWOMAN’S 


MAGAZINE 


Robert L. Haag, Publisher 


Thomas F. Buck, Advertising Director 
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1,800,000 SINGLE COPY SALES 
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NEW YORK 16, N. Y. 
Robert J. Foley, Eastern Manager, 
16 E, 40th St.—MUrray Hill 9-4757. 


CHICAGO 1, ILL. 

Philip A. McDonnell, Western Manager, 

35 East Wacker Drive—RAndolph 6-0802. 
SAN FRANCISCO 4, CALIF. 
Hunter-Tewksbury Co., 

300 Montgomery Street—EXbrook 2-0159. 
LOS ANGELES 5, CALIF. 
Hunter-Tewksbury Co., 

638 Van Ness Avenue—DUnkirk 4-7352. 


TORONTO, CANADA 
William H. Austin & Co., 
18 Toronto Street—EMpire 3-5357. 
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Advertising Age, July 5, 1954 


OY aL Pages = Lines. . 
May May Jan.-May Jan.-May May May Jan.-May Jamn.-May May May Jan.-May Jan.-May May May Jan.-May Jan.-May 
1954 1953 1954 1953 1954 1953 1954 1953 1954 1953 1954 1953 1954 1953 1954 1953 

PE OE 6h0 Redes dean oes 6.0 3.5 19.0 10.0 2,268 1,323 7,182 3,780 {Newsweek- Pacific: 

NS eS eee 4.0 4.0 19.0 11.5 1,512 1,512 7,182 4,347 Manila Edition .......... 57.3 36.3 223.3 172.3 24,080 15,260 91,800 72,380 
tArchie Comic Group ....... 5.8 6.5 18.3 14.5 2,174 2,457 6,899 5,481 Tokyo Edition ............ 81.5 59.8 344.2 288.6 34,230 25,130 144,550 121,170 
tHarvey Comics Group ....... 8.5 8.0 24.5 26.0 3,213 3,024 9,261 9,828 Popular Mechanics: 

National Comics Group: Mecanica Popular (Spanish) 21.3 23.9 118.5 127.0 4,774 5,362 26,551 28,429 
CRE ND Sse cwecee 5.7 8.0 47.9 49.9 2,142 3,024 18,020 18,776 Mechanique Populaire (French) 33.0 30.5 133.7 122.8 7,392 6,832 29,932 27,494 
rk rere 2.8 4.3 22.5 25.8 1,071 1,607 8,444 9,672  Reader’s Digest: 

EE ab daaeadeae 2.8 3.8 25.4 24.3 1,071 1,418 9,576 9,105 ME iss odcuchacssase 34.0 41.0 151.0 172.0 6,188 7,462 27,482 31,304 
Quality Comic Group ........ 6.0 6.0 30.0 30.0 2,268 2,268 11,340 11,340 MN 55 ons kk ce cues $3.5 53.0 235.0 217.0 9,737 9,646 42,770 39,494 
tStandard Comics Group .... 7.0 10.0 21.5 29.3 2,646 3,780 8,127 11,087 ES 28s sacs g'c x59 3 Saree 34.0 28.0 173.0 98.0 6,188 5,096 31,486 17,836 

NE  SGiecescdeneee 43.0 46.0 180.2 Tas 16,223 17,388 68,011 64,639 British Ea wis kcn'w@e ora 79.5 52.0 310.5 281.0 14,787 9,672 57,893 52,266 
}May-June issues combined. #Not included in totals. Caribbean oN SP Pere ere 89.9 74.5 334.0 324.0 16,198 13,559 60,878 58,968 

pone ol Dalat Wiadis wags 46 Re 39.0 155.0 177.5 6,715 6,630 26,350 30,175 
° : A ee 5.0 8.0 46.0 39.0 2,790 1,488 8,556 8,370 

Canadian National Weekend Newspapers (Rotogravure Linage) French (Paris) .......--- 108.0 92.0 403.0 352.0 18,900 16100 70525 61,600 

7S EEO eer 96.2 88.2 355.0 294.1 96.187 88,159 354,870 294,037 a & are 22.0 18.0 85.0 76.0 3,850 3,150 14,875 13,300 

DO wach vadictacsc ieee 86.4 73.8 304.0 260.4 86.381 73,762 303,965 260,372 French (Provincial) ....... 108.0 76.0 400.0 322.0 18,900 13,300 70,000 56,350 

aa. dacs 4044-04848 138.2 115.7 437.0 391.4 131,286 109,925 415,235 371,842 a | ae 22.0 18.0 85.0 76.0 3,850 3,150 14,875 13,300 

Weekend Picture Magazine .... 130.2 = =101.7 467.6 376.2 126,976 99,205 456.213 366.678 | German (Germany) ........ 79.0 56.0 346.0 251.0 14,378 10,192 62,972 45,682 
WE GND naseccinssccas 451.0 379.4 1,563.6 1,322.1 440,830 371,051 1,530,283 1,292,929 German (Swiss) .......... 22.5 140 80.5 72.5 4,095 2,548 14,651 13,195 

yee LE eee 35.0 25.0 141.0 119.0 6,370 4,368 25,662 21,476 
" es eee 28.0 — 85.0 ae 5,096 — 15,470 a 

Canadian ES is 77.0 64.0 321.6 270.1 13,244 11,008 55,298 45.752 

Canadian Home Journal ...... 58.5 55.2 215.5 216.9 39,778 37,522 146,515 147,443 ee ee 43.0 27.5 173.0 144.0 7,224 4,620 29,064 24,192 

Canadian Homes & Gardens ... 80.7 67.7 242.1 239.6 54,813 45,995 164,576 162,944 Japanese Troop .......... 32.0 20.0 134.0 104.0 5,824 3,640 24,479 18,928 

DE winced tecnesseaas 59.4 52.8 226.2 217.8 40,395 35,891 153,877 148,125 Latin American (English) 4.0 7.0 21.0 33.5 492 861 2,584 4,121 

ESS 109.2 97.6 406.6 376.0 74,228 66,372 276,840 255,689 RN 6 dx abies e¥ caents 78.0 68.5 296.0 312.0 14,196 12,467 53,872 56,784 

ES errs 43.9 58.3 207.1 272.9 29,906 39,625 140,890 185,575 Perr te 23.5 23.5 106.0 113.5 4,277 4,277 19,292 20,657 

Reader's Digest: a 37.5 22.0 154.0 87.5 6,375 3,740 26,180 14,875 
English Edition .......... 118.0 95.5 405.5 374.0 21,476 17,381 73,800 68,068 rr 74.0 70.5 359.0 353.0 12,950 12,338 62,824 61,676 
French Edition ........0- 127.5 97.5 413.0 383.0 23,205 17,745 75,165 69,706 Perey eer cre 63.0 60.0 278.0 292.0 11,277 10,740 49,762 53,268 

er ee 36.9 30.0 125.9 120.7 25,124 20,404 85,636 82.057 Southern Hemisphere ...... 54.0 45.5 211.5 198.0 9,828 8,281 38,493 36,036 

Revue Populaire ............ 33.2 41.4 131.3 142.7 23,271 28,991 91,943 99,837 a as ry 54.0 42.5 212.5 182.5 10,044 6,630 39,525 32,670 

6 er errr sr 44.2 44.8 177.1 167.2 30,948 31,352 123,928 117,068 | tTime-Atlantic ............. 102.3 68.4 337.4 306.3 42,945 28,735 141,715 127,625 

tSaturday Night ............ 1108 988 3524 381.1 46,553 67,170 211,059 = 259,118 | tTime-Latin American ...... 102.8 1004 43612 4349 43,155 42,175 183,155 182,665 

tTime-Canadian ...........- 232.5 205.2 892.5 818.6 97,650 86,170 374,850 343,770 | +Time-Pacific ............ . 88.2 66.6 345.6 284.5 37,030 27,965 148,925 119,525 
rere 1,054.8 944.8 3,795.2 3,710.5 507,347 494,618 1,919,079 1,939,400 | Visao ..............eeeeee 42.2 48.0 178.7 181.5 17,710 20,160 75,040 76,230 

¢Changed from 680-line page to 420-line page in May 1954. {Five issues in May 1954; four issues in May 1953. Ge iS fr cde was eases 462 59.5 192.8 232.1 _ 19,390 _ 24,990 __ 80,990 __97,530 

| See eee 2,053.4 1,685:6 8.265.4 7,561.9 574,738 461,967 2,257,006 2,069,653 

Foreign | +Three issues in May 1954; two issues in May 1953. {Five issues in May 1954; four issues in May 1953. #Not included 

ute tidemmationst | in totals. §Started publication in January 1954. oe ‘ . a Silt dial pisliaiaahls ae 

' : NOTE: All sectional advertising of Everywoman's, Family Circle, Woman's Day, Farm anc uthern Agriculturist an 
bn og } ter eeeeees by py ae as came Paro pei peage Progressive Farmer is reduced by application of a ratio figure to each advertisement; this ratio is the circulation of the 
panis! ition .......06- . : . . ’ , ’ , i iti i rti irculati the magazine. For example, if a page advertisement 

ia ........ a75 268 162.9 138 2 19.950 11.270 68.390 58.100 particular edition carrying the advertisement to the total circulation of the 9 p pag 


| appears in an edition representing 25°, of the total circulation of the magazine, it is counted in the totals as .25 pages. 


Brandy's Doing Dandy, but Cognac Makers 


Think More People Should Drink It Oftener 


NEw York, June 30—After hit- 
ting an alltime high last year, 
cognac sales are still rising in the 
U. S. 

And its marketers are doing 
their best to encourage the boost 
through much publicity, some ad-_ 
vertising and a little complaining 
about the retail cost of their prod-| 
uct. | 

Cognac tax payments in the first | 
quarter of this year amounted to 
126,818 gallons, compared with 
123,552 gallons for the same peri- 
od of 1953, and during 1953, sales 
hit an alltime high of 587,377 gal- 
lons against 495,132 gallons in ’52, 
an 18% sales increase. 


ws Much of the credit for the gain 
is attributed to cognac promotion 
done since October, 1952, by Ed- 
ward Gottlieb & Associates and 
financed by the French National 
Assn. of Cognac Producers. The 
annual budget is $10,000 for pub- 
licity alone. 

This is what has been accom- 
plished: 

Thirty-three network television 
shows have carried some reference 
to cognac, and 100 local and re- 
gional tv cooking programs have 
shown women how to use cognac 
in recipes. 

Thirty articles on cognac have 
appeared in a score of magazines. 
Newspaper features and woman’s 
page articles have been used in a 
large number of dailies. 

Cognac has been introduced as 
a color (a mellow, amber-gold 
shade) in French fashions. 


ws Despite all this, Michel Martell, 
senior partner of Martell & Co., 
who has just completed a two- 
month tour of American brandy 
markets with executives of Park 
& Tilford Distillers Corp. (U. S. 
importer of Martell cognac), thinks 
that a hard-hitting program is 
needed to take cognac out of the 
special-occasion class. 

Moreover, M. Martel is con- 
vinced that lower by-the-drink 
prices in bars are a “must” if new 
cognac customers are to be made. 

“IT am convinced,” he said, “that 
the only reason many Americans 
are not drinking cognac is that! 
they’ve never tried it. Too many! 
are scared away by the prices they | 
see on wine lists and menus. Ob- | 
servations during the past two 


months have led me to the conclu- | 


in the future. 


is about an ounce and costs from 
90¢ to $1. A drink of brandy, which 


Gosst*d Sets 4-Month Drive 
H. W. Gossard Co., Chicago, will 


|should be an ounce and a half,|jaunch a four-month concentrated 


| when ordered as such will set you| consumer advertising campaign for 
tasted cognac offer the greatest po-| back anywhere from 85¢ to $1.25. 


tential .for increased consumption 

“Bars and restaurants can do| 
much in this direction by making 
their prices more attractive,” he 
said. “Bringing cognac prices to a 
level just above that for Scotch— 
which is where they should be— 
will provide a reasonable profit to 
the dealer and stimulate sales. 
Package stores can help also by 
recommending purchases of small- 
size bottles to customers who 
haven’t had an opportunity to taste 
cognac before.” 

M. Martel said that world con- 
sumption of cognac in 1953 was 
25% above °52. The four major 
markets for cognac are England, 
the Scandinavian countries, the 
U. S. and Latin America, in that 
order. 


a A check by AA among liquor 
dealers, hotels, restaurants, pack- 
age stores and liquor industry pub- 
lications supports M. Martell’s 
contention that the price of cognac 
is doing a lot to retard sales. 
The average price for a Scotch 
and soda in most bars of the big 
New York hotels is 85¢. Brandy 
and soda costs 95¢ or $1. Most bars 
and grills pay about $60 a case, 
or $5 a fifth, for popular brands 
of Scotch. Allowing for spillage, 
there are about 20 drinks served 
from a bottle. At 85¢ a drink, this 


The bulk of cognac advertising 
in this country, estimated at less 
than $500,000, is done by fceur 
brands—Hennessy, Martell, Cour- 
voisier and Remy-Martin. Most of 
it is placed in magazines, a smaller 
amount in newspapers. The larger 
part of it runs between Thanks- 
giving and New Year’s Day. Of 
30 importers, about 20 use newspa- 
per space for the holidays and a 
few take occasional space in mag- 
azines. About $500,000 is also spent 
for point-of-sale advertising for 
cognac. 


Railroad Suppliers Committee 
Boosts Management in Ads 

The Committee of Railroad Sup- 
pliers took a page in 14 news- 
papers in 10 cities on July 1 to 
explain “the job which railroad 
managements have done in spite 
of restrictions and _ regulations 
which made management diffi- 
cult.” 

Twenty-one companies, includ- 
ing American Brake Shoe, Gen- 
eral Electric, SKF Industries and 
Westinghouse, have _ contributed 
$100,000 to the drive, which in- 
cludes a mailing of 50,000 copies 
of a booklet amplifying points 
made in the newspaper ad. Fred 
Smith & Co., New York, is han- 
dling the drive. 


Packagers Give Fellowship 


amounts to $17. Subtracting $5 or- to St. Louis Student 


iginal cost and another $5 per | 
bottle for overhead, taxes, etc.) 
(which is a high estimate), the net 
per bottle is about $7. 

Three-Star cognac costs about 
$84 a case, or $7 a fifth. Figuring 
20 drinks to a bottle at 95¢ each, 
the take comes to $19. Subtract 
$7 original cost and $6 for over- 
head ($1 more than for Scotch 
because cognac is a slow mover) 
and the net per bottle is $6. 


a This simple arithmetic shows 
why most bars push Scotch in 
preference to cognac, why more 
people order Scotch than cognac 
and why cognac producers would 
like to see cognac cost a little less 
over the bar. 

Relatively few people order 
brandy and soda. Most cognac 
drinkers order a pony as an after- 
dinner liqueur. Sometimes, but not 
always, by any means, the cognac 


served is of finer quality and pro- 


The Package Designers Council, 
New York, has awarded its first 
fellowship in package design to 
Frederic Feucht, a senior at Wash- 
ington University’s school of fine 
arts, St. Louis. Mr. Feucht will be 
enrolled in New York University’s 
school of commerce and will sup- 
plement his university studies in 
the package design studio of Pratt 
Institute, Brooklyn. 

Fellowship funds are being made 
available to the council by Saul 


Poliak of Clapp & Poliak, New| i 


York, and Irwin D. Wolf, v.p. and 
general manager of Kaufmann De- 
partment Stores, Pittsburgh. 


Detroit Agency Changes Name 

Holden, Clifford, Flint, Detroit 
agency, has changed its name to 
Holden, Chapin, LaRue Inc. John 
E. Chapin and Robert F. LaRue, 
both v.p.s, have been officers and 
board members for the past three 


sion that people who have never|portionately higher priced. A pony | years. 


a group of best selling girdles and 
bras with spreads in August issues 
of Mademoiselle and Seventeen. 
Twenty-seven newspapers’ also 
will carry Gossard’s back-to-school 
message in Sunday rotogravure 
sections in August. Media list for 
September, October and November 
includes Country Gentleman, Har- 
per’s Bazaar, Ladies’ Home Jour- 
nal, Mademoiselle, McCall’s and 
Seventeen. Newspaper ads in 
September and October will be 
supported by local retail merchan- 
dising. Weiss & Geller is the agen- 
cy. 


Kenyon Named 'P.I.’ Publisher 

Robert Kenyon Jr., advertising 
director of Printers’ Ink, has been 
named publisher. He succeeds C. 
B. Larrabee, former president and 
publisher, who now becomes 
chairman of the board. The sep- 
arate post of president of the 
corporation will be filled by Rich- 
ard W. Lawrence Jr., former v.p. 
and assistant treasurer. 


Superior Studios Add Two 

Ray Robinson and Ray Brown 
have joined Superior Studios, New 
York, as v.p. and secretary, re- 
spectively. Mr. Robinson had been 
on the séles staff of Compo Photo 
Service, and Mr. Brown on the 
sales staff of Photo Color Studios, 
both in New York. 


| sf 

ROSENZWEIG has 
named a partner in Ira Rubel & 
Co., Chicago certified public ac- 
countant and management con- 
sultant. Mr. Rosenzweig formerly 
was associated with the Toni di- 
vision of Gillette Co. as advertis- 
ing and brand promotion manager 

for three Toni products. 


HAROLD been 


Admiral Converts Its 
‘Smart Living’ Into 


Newsprint Tabloid 


CHIcaco, June 29—Admiral 
Corp. has made a major change in 
its merchandising program built 
around the distribution of spon- 
sored publications for dealers. Its 
quarterly magazine, “Smart Liv- 
ing,” has been converted into a 
newsprint tabloid, “Smart Living 
Shoppers’ Guide,” which carries 
price and other information, in- 
cluding trade-in offers, promotion 
addressed to new tv markets, etc. 


@ An unusual feature of the pro- 
motion, which is placed with deal- 
ers through Admiral distributors, 
is that broadsides and fliers of 
non-competitive manufacturers 
may be bound into “Smart Living 
Shoppers’ Guide,” thus enabling 
the dealer to promote his complete 
line. 

The merchandising aid is cov- 
ered by the manufacturers’ stand- 
ard cooperative advertising plan, 
under which the dealer pays 50% 
of the cost of the promotion. 

Production and distribution of 
the publication are handled by 
Drake Merchandising Co., Chica- 
go. 


‘Mrs. Leslie’ in Campaign 

Paramount Pictures Corp. is 
promoting Hal Wallis’ “About Mrs. 
Leslie,” starring Academy Award 
winner Shirley Booth and Robert 
Ryan, in a magazine campaign 
timed to fit the distribution pat- 
tern of the picture. The drive broke 
in the June 21 Life and will con- 
tinue until August with ads in 
Modern Screen, Motion Picture & 
Television, Movieland, Movie Life, 
Movie Stars Parade, Photoplay, 
Redbook, Saturday Review, 
Screenland, Screen Stories, Sev- 
enteen, Silver Screen, True Story, 
Woman’s Day, and Woman’s Home 
Companion. 


Fire Moves Staples-Smith 

Staples-Smith Inc., whose dis- 
play production headquarters at 
166 Smith St., Brooklyn, were de- 
stroyed in a five-alarm fire, has 
moved temporarily to 30 Prince 
St., Brooklyn. 


Miller Gets Glass-Glo 

Marlboro Fabrics Inc.,. New 
York, has appointed Miller Asso- 
ciates, New York, to handle adver- 
tising for Glass-Glo, a new fiber 
glass interlining. 
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This Summer come to 


NEW YORK 


@E GREATEST VACATION 
BARGAIN ON EARTH 


(Por New Yor 


hers end Visitors @! 


PART OF A NON-CAMPAIGN—This fuli 
page in the New York Sunday 
News is one of a lot of advertise- 
ments that will be run “without 
schedule and without budget,” ac- 
cording to Paul Hollister, who is 
handling promotion for the New 
York Summer Festival. 


FTC Drops Case on 
Rybutol Ad Claims 


WASHINGTON, June 29—The Fed- 
eral Trade Commission has ac- 
cepted a stipulation settling a con- 
troversy over advertising by VCA 
Laboratories, Newark, for Rybutol. 

In accepting the stipulation, FTC 
said ownership of the company had 
changed hands since the issuance 
of a complaint charging that Rybu- 
tol ads falsely represented the 
vitamin content of the product. 
New owners, FTC said, have 
promised that future representa- 
tions for the product will be “ac- 
curately expressed and true and 
correct according to accepted med- 
ical opinion.” 

The new owner is Rexall Drug 
Co., which acquired VCA a year 
and a half ago (AA, Oct. 13, ’52). 
Batten, Barton, Durstine & Osborn, 
New York, is the VCA agency. 


Dempsey Joins Lesly Co. 

John F. Dempsey, formerly man- 
aging director of the Home Fur- 
nishings Industry Committee, has 
joined Philip Lesly Co. as an ac- 
count executive in the Chicago of- 
fice. 


NATION’S LARGEST TRADE TERRITORY 


Reynolds-Fitzgerald Settles 

Suit with ‘Oregon Journal’ 
Reynolds-Fitzgerald Inc.’s $208,- 
000 suit against the Portland Ore- 
gon Journal, which it at one time 
represented, has been “settled out 
of court in an amicable way,” ac- 
cording to William W. Knight, the 
newspaper’s publisher. 

The representative brought the 
suit against the newspaper last 
fall (AA, Nov. 23) after the paper 
changed to O’Mara & Ormsbee Inc. 
as its national representative. At 
the request of the Orégon Journal, 
the case was transferred from New 
York state court to New York dis- 
trict federal court, which has dis- 
missed the suit “without preju- 
dice.” The amount involved in the 
out-of-court settlement has not 
been announced. 


Nancy Sasser's ‘Buy-Lines’ 
Introduces ‘Product Bingo’ 
Nancy Sasser’s “Buy-Lines” will 
use 13 spreads in the New York 
News and 13 pages in the World- 
Telegram & Sun in the fall to push 


“Product Bingo.” More than 50,- 
000,000 bingo cards will be dis- 
tributed through 50,000 _ stores, 
with $200,000 in prizes being of- 
fered. Consumers match the cards 
against products mentioned in the 
“Buy-Lines” column. 

The ad game was tested in April 
with page ads in the Washington 
Star. A total of 6,000,000 cards 
were distributed in the capital. Ad- 
vertisers get their products pic- 
tured on one-fourth of all cards 
distributed. Total advertiser cost 
in New York will be $5,825. 


Researchers Study Merger 

The Bureau of Social Science 
Research of the American Univer- 
sity, Washington, is making a 
study of the effects on the com- 
munity of the recent merger of 
the Washington Post and the 
Times-Herald. The study, the first 
of its kind, is being supported by 
a $13,000 grant to the bureau from 
the Ford Foundation. Interviews 
with a sample of approximately 
1,000 Washington area adults will 


This is WALTER ae 
Vice President of 
Donahue & Coe. 


PARENTS’ MAGAZINE'S 


HIS FATHER of seven children 
looks up from his check book 
long enough to say: 


“Unless | strike uranium on my 
property, Ill never be able to 
retire.” 


The Weirs send out an average 
of 100 checks a month for 
family purposes alone—a fact 
that PARENTS’ MAGAZINE, 

of all magazines, can understand. 
For PARENTS’ MAGAZINE has 
1,625,000 other fathers (as 

well as mothers) of growing 
children who forego a lot of 
things they like for the things 
they need, And even if they 
struck uranium, they would still 
remain the biggest-buying 
customers in Americal 


FAMOUS FATHERS AGREE: Women are wonderful, 


THE OREGONIAN [3/5 
LEADS THE 2" 
DAILY PAPER 


CIRCULATION” 


(That’s a daily lead of 40,726) 


*ABC Publishers’ Statements for 6 months ending March 31, 1954. 


JUST RELEASED 
COMPLETE 
1954 


MARKET DATA 


OF A 24 COUNTY AREA 
Write for your free copy 


The Zl Paso Times 


An Independent Newspaper 
Morning and Sunday 


El Paso Herald-Post 


A Scripps-Howard Newspeper 
Evening 


TWO Separate Newspapers 
30° Line BUYS BOTH! | 


a new advertising plan called’! be completed this month. ... but MOTHERS ARE BEST! 
Your sales opportunities GROW. . 
with The Oregonian’s — P 
growing circulation leadership... 


CARRIER DELIVERY, CITY ZONE ee eee Soe 
CITY ZONE 1954 
1953 1954 1954 
1953 ie 
Oregonian Now 13% 1953 5% Oregonian Ore The 
leadership Oregonian Gregentan ti Now ¢ leadership baad Over 
12% Lead Over Leadership Oregonian 5% 2nd Paper - 
Over and Paper 3% psa Over (9,069 copies) 
snd taper (8,508 copies) Sad Paper 2nd Paper : 
ona ieee (4,354 ‘ 


...and The Oregonian leads the 2nd Sunday paper by 81,286* 


the Oregonian 


PORTLAND, OREGON 


Represented Nationolly 
by MOLONEY, REGAN 
& SCHMITT, Inc. 


229,132 Daily 
292,332 Sunday 
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in the morning! 


oo. 


in the afternoon 


in the evening! 


IN 
Winston-Salem 


NORTH CAROLINA 


. . . the hub of a rich, fast- 
growing 15 county market in 
the industrial heart of the... 


State in the South 


Whatever your product or serv- 
ice—you will sell more of it 
faster to more people when you 
use the ...... 


AFFILIATE 


600 KC—5 Kw 
AM-FM 


Represented by 
HEADLEY-REED CO. 


Conventions 


*Indicates first listing in this column. 

July 7-10. First Advertising Agency 
Group, annual conference, Northernaire, 
Three Lakes, Wis. 

July 9-11. Northwest Daily Press Assn., 
summer meeting, Robert’s Pine Beach 
Hotel, Gull Lake, Brainerd, Minn. 

July 14-18. Trans-America Advertising 
Agency Network, annual conference, 
Seattle. 

Aug. 30-Sept. 3. Photographers Assn. 
of America, 63rd annual convention, Con- 
rad Hilton Hotel, Chicago. 

Sept. 10-12. Midwestern Advertising 
Agency Network, Sheraton Hotel, Chi- 
cago. 

Sept. 18-21. Advertising Specialty Na- 
tional Assn., fall specialty show, Palmer 
House, Chicago. 

Sept. 20-23. Premium Advertising Assn. 
of America, New York premium show, 
Hotel Astor, New York. 

Sept. 23-25. Newspaper Advertising 
Managers’ Assn. of Eastern Canada, an- 


nual convention, Mount Royal Hotel, 
Montreal. 
Sept. 26-29. Pacific Coast Council, 


American Assn. of Advertising Agencies, 
Hotel Del Coronado, Coronado, Cal. 

Sept. 26-30. Financial Public Relations 
Assn., annual convention, Hotel Statler, 
Washington, D. C. 

*Sept. 27-29. Life Advertisers Assn., an- 
nual convention, Hotel Sheraton-Gibson, 
Cincinnati. 

Oct. 4-5. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 7-9. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 9-12. Mail Advertising Service 
Assn., annual convention, Hotel Statler, 
Boston. 

Oct. 13-15. Direct Mail Advertising 
Assn., annual convention, Hetel Statler, 
Boston. 

Oct. 18-19. Agricultural Publishers Assn., 
annual convention, Chicago Athletic Club, 
Chicago. 

Oct. 18-19. Boston Conference on Dis- 
tribution, 26th annual conference, Hotel 
Statler, Boston. 

Oct. 21-22. Audit Bureau of Circula- 
tions, 40th annual meeting, Drake Hotel, 
Chicago. 

Oct. 31-Nov. 2. Screen Process Printing 
Assn., annual convention, Hotel Jeffer- 
son, St. Louis. 

Nov. 7-11. Outdoor Advertising Assn. 
of America, annual convention, Hotel 
Commodore, New York. 

Nov. 8-10. Assn. of National Advertisers, 
annual meeting, Hotel Plaza, New York. 


Pharmaceutical Adclub Elects 

Spencer M. Fossel, director of | 
clinical promotion of Organon Inc., | 
Orange, N. J., has been elected) 
president of the Pharmaceutical | 
Advertising Club. Other new offi-| 
cers are Robert H. Spencer, Schief- | 
felin Co., v.p.; Albert Carroll, | 
Merck & Co., treasurer, and H. W. 
Baldock, E. R. Squibb & Sons Inc., 
secretary. | 


Yerian 
Smith 


Starkey 


MORE NEW OFFICERS—After their election as officers of 
the Advertising Club of the Columbus, O., Chamber 
of Commerce, are (seated, left to right) Pauline 


Smith, Columbus Star, librarian; 


Byer & Bowman, president; Melvin E. Tharp, Co- 
lumbus Dispatch, retiring president and a board 
member, and Mrs. Gale Dodrill, of the CofC staff, 


Dannecker Kight 


Testement 


Reg Testement, 


Rogers 


Osborn 


Tharp Dodrill 


secretary. Standing are Delmar G. Starkey, general 
manager of the chamber; James O. Yerian, WBNS, 
trustee; Arthur C. Dannecker Jr., White Haines Op- 
tical Co., trustee; William H. Kight, Kight Advertis- 
ing Inc., 2nd v.p.; Ray B. Rogers, Borden Co., trustee; 
B. R. Berry, Ohio Fuel Gas Co., 1st v.p., and John 
M. Osborn, Bucher Engraving Co., trustee. 


Color TV to Force 
Redesign of Poor 


Trademarks: Nash 


New York, June 29—Color tv 
will force poorly designed trade- 
marks and packages to undergo 
drastic changes, the 67th annual 
meeting of the U. S. Trade-Mark 
Assn. was told last week. 

Jim Nash, industrial designer 
and the president of the Package 
Designers Council, added that 
“there is one important advantage 
to the packaging industry in the 
advent of all television—color and 
b&w—and that is the package on a 
tv screen as it appears alone in 


your room acquires new impor- 


tance, in contrast to the package on 
the shelf.” 

On tv, he said, the features of a 
package, including the trademark, 
are intensified. 

“Good packages appear better, 
poor packages are ineffective,” he 


said. “The management, who may 


have been loath to make changes 


INC. 


America’s 


FINEST 


photoengraving 


plant 


in its trademark, sees the package 
in all its weakness on the screen 
and quickly wants a change. The 
fact of the matter is, if it was poor 
in its impact on television, it was 
poor in its sales value on the 
shelf.” 


= Mr. Nash asserted that if a com- 
pany hesitates to depart from a 
familiar old design, it has only to 
look at today’s marketing condi- 
tions to realize the necessity for 
bringing trademarks up to date. 

He related the case history of a 
client, Red Owl Stores, a food 
chain with headquarters in Hop- 
kins, Minn. Red Owl began op- 
erating 50 years ago, “with strange 
looking drawings of owls, changed 
slightly from time to time.” 

The latest change, an abstract 
design of an owl head in red, white 
and black, gave the chain “a defi- 
nite personality—friendly, cheery, 
folksy,” he said. 

According to Glenn R. Grife, 
exec. v.p. of the chain, sales of 
Red Owl evaporated milk overtook 
and passed the leading national 
brand in the store’s territory. Oats 
are selling “many times as well” 
,as before the new trademark and 
package design, and Red Owl flour 
sales have bettered those of any 
brand in the history of the com- 
pany, he said. 


® Lyndon O. Brown, Dancer-Fitz- 
gerald-Sample, New York, agreed 
that the increase in advertising 
pressure, the rise of self service, 
leveling off of quality differences 
‘among brands and the volume of 
/purchases made by individual con- 
/sumers have made trademarks in- 
creasingly important. 

“The experimental work that 
has been done with packages shows 


that many trademarks are going 
to suffer greatly in color televi- 
sion,” he said, “and they will have 
to be revised specifically for this 
new media. For any new trade- 
mark, effectiveness in color pres- 
entation on television must be a 
Number One consideration.” 

Sherwood E. Silliman, secre- 
tary of the Vick Chemical Co., 
New York, was elected to a second 
term as president of USTMA. New 
v.p.s are John L. Esterhai, Philco 
Corp., Philadelphia, and Richard S. 
Hayes, Okonite Co., Passaic, N. J. 
Mr. Hayes is outgoing treasurer. 
L. C. Ehrhardt, v.p. of McKesson 
& Robbins Inc., New York, is the 
new treasurer. 


Hilton Smith Joins WNCT 

Hilton Smith has been appointed 
commercial representative and an 
account executive of Carolina 
Broadcasting System Inc., owner 
of WNCT, Greenville, N. C., tv sta- 
tion. Mr. Smith formerly was ad- 
vertising manager of The State, 
weekly magazine published at Ra- 
leigh. 


Lobsenz to ‘See,’ ‘Real’ 


Norman Lobsenz, formerly with 
Tempo and Quick, has been named 
editorial director of See and Real. 
Pines Publications Inc., New York, 
said he will also direct other proj- 
ects in the men’s magazine field 
“now under consideration.” 


No Price... 
| can measure its worth 


when your ad pulls. Ads type- 
skilled by WALK have proven 
JAY P value. Free samples show why. 


WALK aovertisine tyeocrapny 


11 E.HUBBARD, CHICAGO 11 e MOhawk 4-6134 


The QUAD-CITIES 
are located in the middle 


of two of the nation’s 
greatest agricultural and 
manufacturing states 


« » « LOWA—ILLINOIS 


You cover 3 of the 4 Quad-Cities 
when you use these newspapers: 
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Right Questions Are Key to 
Success of Opinion Research 


In the issue of May 31, E. B. Weiss, director of merchandising, Grey 
Advertising Agency, New York, devoted his column in these pages to 
a discussion of opinion research—its limitations, as well as its poten- 
tials. Following are answers to Mr. Weiss’ article from two readers, 
both of whom are specialists in the field of opinion research. 


By Berndt Kolker 

Market Research Director, Carter 

Advertising Agency, Kansas City, 

Mo. 

In ADVERTISING AGE of May 31, 1954, 
there appeared a very well-reasoned 
article by E. B. Weiss of Grey Adver- 
tising Agency, in which it was pointed 
out that opinion research has angles 
worth studying. 

If I may be permitted some further 
comments on this subject, I would say 
that there are right angles and wrong 
angles. And the wrong angle in the 
triangle formed by opinion researcher, 
the person who has and states an opinion, 
and the user of the final results is, I 
think, the concept of the semantic term 
“opinion.” 

Funk & Wagnalls dictionary defines 
“opinion” as “a conclusion or judgment 
held with confidence, but falling short of 
positive knowledge.” 


ws Mr. Weiss has discussed semantic dif- 
ficulties in his article, but I think he has 
not identified the most important one of 
them: the improper appreciation of the 
term “opinion.” 

An opinion is not a fact. It is the judg- 
ment of an individual, colored by that 
individual’s background, experience, atti- 
tude, personality, environment, and as 
Mr. Weiss has pointed out, state of mind 
at the moment the opinion was rendered. 

Mr. Weiss gives some excellent ex- 
amples of this and shows how the re- 
spondent’s mood at the time a given 
question is asked of him will affect his 
answer. 

Let us be fully aware, then, that we 
are getting from our respondent an 
opinion and not a fact. Therein lies 
the difference. 


a What is a fact? Is it anything that 
actually exists and can be proved to 
exist, or is.it a statement that is true and 
can be proved to be true? 

A competent investigator must know 
the difference between fact and opinion, 
and a carefully designed and conducted 
interview can elicit whether a_ given 
reply is true in fact or merely based on 
opinion. 

Thus, if a woman shopper is asked why 
she came toa given downtown department 
store, she may advance any one of many 
different reasons (among them possibly 
one given to “impress” the interviewer), 
but her real reason may well have been 
one she does not care to publicize. Maybe 
she went into the store to get out of the 
rain, or possibly she had to visit the rest 
room. Can we establish the truth of her 
answer without having detailed informa- 
tion about the general reliability of the 
respondent? Hardly. Yet, only too often 


results of such interviews are published 
as facts. 

If, on the other hand, we ask the same 
shopper what she purchased during her 
visit to the store, we can readily distin- 
guish between fact and fancy, especially 
if our lady is carrying the purchase in a 
parcel under her arm. Her response can 
be proved—and thus we deal with a fact. 


a Opinion researchers must constantly 
make clear to their clients that they are 
dealing with opinions, not facts. Of 
course, it is a fact that the respondent 
had a given opinion on a given subect 
when she was queried at 4:15 p.m. on 
Jan. 5—but her opinion might have been 
quite different had she been asked the 
same question on Jan. 9—or a year later 
—or a year earlier. 

The difficulty is, of course, that we can 
never be sure whether what the re- 
spondent told us really was her opinion, 
or whether she just thought it was her 
opinion. But that doesn’t really matter, as 
long as we are fully aware of the “opin- 
ion” nature of the reply. 

If we ask Mr. Jones whether he owns a 
car; if so, what make it is; what model; 
what year; he will presumably tell us the 
truth. Few men who drive a Ford are of 
the opinion that they are driving a Cad- 
illac, unless they are mentally deranged, 
and the great majority of men would 
give a true answer to such a question. 
Either way, their statements can easily 
be verified. So here we deal with a fact 
which can be definitely established as 
true. 

But that could never be done with an 
opinion, however well expressed. We can- 
not check the veracity of an opinion 
(remember it is a judgment falling short 
of positive knowledge), and even if an 
opinion is advanced which the respondent 
knows to be contrary to the truth, short 
of using a lie-detector, hypnosis, or 
scopolamine, we can never prove that the 
respondent really has an opinion quite 
different from the one given. 

So how can we be sure? 


a The point I am trying to make is that 
we needn’t “be sure.” We are not talking 
about facts. Facts are unalterable within 
their frames of reference, but opinions 
may be changed (or else the art of adver- 
tising would soon die). And as long as 
they may be changed, we cannot and 
must not present them as facts. We must 
present them as opinions—that is all they 
are—but we can set them in juxtaposition 
to the appropriate facts. 

Why then, you may well ask, should 
anyone go to the trouble of gathering and 
analyzing opinions? 

The answer, I think, is that most human 
activities are based on emotional opinion 


C. M. Expounds on Father's Day 


A New Salesman’s Coming: Weiss 


rather than on well-reasoned fact. If 
this is so, then the more we know about 
people and the opinions they hold, the 
better we will understand why people do 
what they do—why they buy what they 
buy—or what it will take to get them to 
buy what we would like them to buy. 

So we gather opinions; we assemble 
them, analyze them, and finally we pre- 
sent our findings in neat statistical tables. 
(And, Mr. Weiss, we tel! our readers in 
the headline, not in a footnote, the per- 
centage of respondents who replied to 
any one question and how, if applicable, 
this relates to the over-all sample in- 
volved.) And if we fail to remind our 
reader again and again that we are tell- 
ing him what people say they think, not 
what is truly factual, we have not ful- 
filled our obligation to him. 

Let me repeat: We are presenting “con- 
clusions or judgments held with con- 
fidence but falling short of actual knowl- 
edge.” That and no more! Yet that is what 
most people act on most of the time. 


ws Mr. Weiss takes issue with the reliabil- 
ity of “questions of frequency,” and he is 
so right if he accepts the results as facts 
rather than opinions. 

If Mrs. Jones is of the opinion that Mr. 
Jones always loses at pinochle (I still 
play pinochle, Mr. Weiss!) while the fact 
is, he lost only the last two times he 
played, her opinion may lead her to file 
for divorce; her home may be broken up; 
her children may become juvenile de- 
linquents—all sad facts based on judg- 
ment held confidently without actual 
knowledge. 

Mr. Jones would have to counter his 
wife’s opinions by proving to her the 
facts in order to save his home. 

By the same token, I believe, we should 
balance our findings of opinions with 
appropriate facts so that we can show 
how one differs from the other. Thomas 
Jefferson said that “error of opinion may 
be tolerated where reason is left free to 
combat it.” 


= How, in practice, can we use reason 
to combat error in opinion? 

Again, we first are concerned only 
with our respondent’s opinion. This is 
what he believes to be true, so this is 
what we must present. But then, let us 
show how his opinion differs from fact. 
It can be done fairly simply. 

Suppose we ask Mrs. Jones how often 
she goes to the movies. Suppose she tells 


Sunday TV Fare Holds Balance 
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us “never,” because the last two times 
she had wanted to go her husband had 
been busy, or she had been unable to get 
a sitter for the children. So, in her mind, 
“she never gets to go to the movies any 
more.” 

We might then go on to suggest that, 
since she doesn’t go to the movies she 
probably had not seen this or that pic- 
ture (an astute interviewer can usually 
tell just what picture would appeal to 
Mrs. Jones.) And we may find that the 
word “never” was used rather loosely; 
that Mrs. Jones had actually gone to the 
movies twice a month for the past year— 
barring the last two weeks. But bear in 
mind that in her opinion she just “never 
gets to the movies.” (Which again could 
be and has been reason for divorce.) 

I cannot over-emphasize the point that 
we are dealing with opinion and not fact. 
And since we are dealing with opinion, a 
rather complex thing not easily defined, 
we would be doing a disservice to our- 
selves and to those who rely upon us if 
we tried to search for it in the same man- 
ner as we search for a fact. No controlled 
conditions here; no properly conducted 
experiment, no law which governs under 
given conditions. 

And let us be sure that, in putting our 
questions, we do not use such vague and 
undefinable terms as “regularly,” ‘“oc- 
casionally,” “infrequently,” and the like, 
for again, people have different opinions 
of the meaning of these concepts. 


s To establish what people think is dif- 
ficult. To show how their opinions differ 
from facts is easy when the facts are 
already known or can readily be estab- 
lished. But for thousands of years people 
thought the sun revolved around the 
earth—an opinion which was held 
vehemently and from which it was dan- 
gerous to differ—until the facts were 
definitely proved. Which shows that what 
we think is not necessarily so. And it 
should never be presented as being “so.” 

The opinion researcher can learn and 
report what people think, and he must 
apply Jefferson’s reason to show how far 
opinion differs from fact, so that the 
user of the findings can properly weigh 
them. 

If that is done, do we have irrefutable 
facts? Of course not! 

But we shall have separated the chaff 
from the grain, and the result will be 
what Shakespeare called “winnowed 
opinions.” 


Public Opinion Research Has 
Not Lost Its Validity 


By Frank R. Coutant 
President, Fact Finders Associates 
Inc., New York. 

The validity of opinion research is de- 
pendent upon the good judgment of the 
survey planner in choosing questions the 
respondent can answer accurately. 

People are notoriously inaccurate in 
their answers to questions of length of 
time and frequencies of doing this and 
that. They are accurate in answering 
questions based upon their beliefs. 

Prompted recall questions are usually 


safe and sound. For example, it is bad 
research to ask such a general question 
as “which movie you have seen lately 
did you like best?’ That smacks of ama- 
teurism. It is better to show a list of about 
10 current movies, ask (a) “which of 
these have you seen?” (b) “of those you 
saw (on this list) which did you like best, 
if there is an outstanding one?” This ac- 
complishes two purposes: 

1. It shows what she is comparing with 
if she makes a choice. 

2. It gives her leeway to say she didn’t 
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consider any of them sufficiently out- 
standing to have a firm preference. 

There is a time limit on how far back 
memory is reliable. If a woman is asked 
how long she has been using Blanks and 
she says, “About two or three months,” 
you know she is a new customer; she 
might be off a month or two without seri- 
ously misleading. But if she says, “Five 
years,” it might be 10 years or it might 
be three years. Some overstate, some un- 
derstate. Such answers contain a substan- 
tial inaccuracy of estimate. Likewise, if 
she says she buys something “about once 
a month,” that is not to be read as liter- 
ally true. Her answer will be closer to 
fact if she is asked when she last bought 
and how much is still unused. 

The closer questions are kept to specific 
points, the better chance she has to an- 
swer accurately. For example, it is not 
enough to ask, “Why did you stop using 
X brand?” It is sounder to ask, “Have you 
given up this brand for any particular 
reason; if so, what was your reason?” 
Also, “Is this a brand that you still like 
but are not buying at present?’ When a 
woman has definitely given up a brand 
for cause, she will give her reasons em- 
phatically. But on a brand she still likes, 
she is likely to go back to that brand at 


On the Merchandising Front... 


some future time—she couldn’t say when. 
She takes up longer skirts when that is 
what all the girls are wearing, but if they 
go back to short skirts, so will she. What 
is mode at the moment is reason enough 
and, whether she likes it or not, she will 
conform. Some answers you have to know 
without asking. 


# Surely no married man would ask 
women such a silly question as “which is 
your favorite department store?” Only a 
bachelor would think she has a favorite 
department store; she prefers one store 
for hats, another for shoes, a third for 
dresses, and so on by departments. 

There is nothing wrong with opinion re- 
search, when it is done by experienced 
practitioners who know what kind of 
questions men and women are competent 
to answer accurately. It gets a bad name 
sometimes when wet-behind-the-ears be- 
ginners ask the wrong questions and con- 
sequently get the wrong anwers because 
they don’t know that the framing of opin- 
ion questionnaires calls for the highest 
type of research skill. It is nowhere near 
as easy as it looks; the practiced simpli- 
city of the experts’ questionning is as fine 
an art as legal cross examination, on 
which it is based. 


The Birth of a New Kind 
of Salesman Is in the Offing 


By E. B. Weiss 
(Mr. Weiss is director of merchan- 
dising, Grey Advertising Agency, 
New York.) 

On several occasions, I have climbed 
right out on a limb—and promptly found 
my precarious perch being sawed off—by 
declaring that I was thoroughly convinced 
that selling would tend to become in- 
creasingly impersonal.s 

Of course, when one voices such an 
opinion, the opinion-voicer is not too as- 
tonished (although he may nonetheless be 
plenty irritated) to learn that he has pre- 
dicted that all personal selling, in all lines 
of merchandise, is destined to disappear. 
And he is forthwith sternly reprimanded 
and assured that there will always be a 
salesman. 

However, it is critically important that 
many manufacturers should be more 
clearly aware of the existing degree of 
impersonality in the circumstances in- 
volved in selling in certain fields. And it 
is equally vital, in my opinion, that many 
manufacturers should be alerted to im- 
pending developments that will work to 
this same end. 


® Therefore, I propose once again to re- 
port on the trend toward the impersonal 
in selling—particularly in selling certain 
categories to some of our larger retailers. 
And this time I plan to discuss just one 
phase of this situation: selling new items 
to large retailers. 

The new item may be something never 
before on the market. Or it may simply 
be an addition to a manufacturer’s line 
that competition has been pushing for 
some time. And it can be many gradations 
between those two extremes. It may even 
be simply an established item that this 
outlet has not previously stocked. 

It may, and usually does, mean that the 
large retailer, who wastes little shelf space 
at any time, can make room for the new 
item only by shrinking space given to 
some other item or line. Indeed, it may 
even be necessary or at least advisable 
for reasons other than space, for the re- 
tailer to throw out an item in order to 
make room for the new item. 

As manufacturers in many merchandise 
categories tend toward line broadening, 


either by adding new numbers to estab- 
lished lines or by product diversification, 
retailers, and particularly large retailers, 
find the “new” item or line is assuming 
all of the aspects of a major problem. The 
battle for shelf space was seldom, if ever, 
more acute than at this very moment. 
(One food chain, which stocks 4,000 items, 
will be shown 10,000 new items this year.) 


= As a matter of fact, the problem has 
assumed such proportions among some 
large retailers, that these organizations 
have developed new product committees. 
And right there in that committee is the 
genesis of still another factor that adds 
impetus to the trend toward impersonality 
in selling. This is why: 

The manufacturer’s salesman sees the 
buyer, makes his presentation. Presum- 
ably, it’s a darn good presentation. 

But in a growing number of large re- 
tail organizations, the final decision with 
regard to a new item is not the buyer’s 
(in some of these organizations, of course, 
the buyer seldom had this authority). In 
any event, in the retail organizations to 
which I have reference, when it comes to 
a new item, the buyer may propose, but 
he can’t dispose. He can turn down the 
salesman, but he can’t give him an order 
on the buyer’s sole authority. 

That is, he can’t give the salesman an 
order until the buyer has presented the 
salesman’s story to the chain’s new prod- 
uct committee. Be it noted that the manu- 
facturer’s salesman seldom is privileged 
to make a presentation to that commit- 
tee. The buyer becomes the salesman’s 
alter ego. And if that isn’t impersonal 
selling, then the dictionary definition of 
“impersonal” is all wrong. 

If the new product committee approves 
the “proposition,” then the buyer is priv- 
ileged to make up his order. No approval 
—no order. 


® Now it is my contention that manu- 
facturers must be more aware of this sort 
of circumstance under which some selling 
must be done these days. And then manu- 
facturers must train and equip their 
salesmen to do whatever selling can most 
effectively be done under this setup. 

For example, a new product committee 
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No, Thanks 


pajamas. 


anteed Underwear. 


By the time this appears, Father’s Day—fortunately—will have passed. We | 
hope it passes without our wife or our offspring giving us Fruit of the Loom 
Guaranteed Underwear. We don’t want any cigars either. Or Arrow, Van 
Heusen or Manhattan shirts. We don’t want a pipe, a carton of cigarets or a 
tie. And we are equally adamant about a lounging robe, a pair of loafers and 


In fact, we don’t want nothing. We don’t even want to be reminded that we 
are a father. We find Father’s Day every bit as repulsive as Mother’s Day. 
The only thing we find more repulsive than each is the advertising which these 
particular days cause to be inserted in newspapers and magazines. 

We’d like our family to chip in together and buy us something—like, say, a 
portable electric saw—just because we'd like to have one but, because of our 
family responsibilities, forego indulging ourselves. And we’d like this to hap- 
pen just because the family suddenly became aware of it—not because they 
want to do something to celebrate a particular day. 

And if the advertisers who decide to capitalize on Father’s Day want to 
keep our good will, we’d appreciate it if they played down Father’s Day and 
recognized the fact that fathers have put behind them all special days, in- 
| cluding their birthday. Most of all, we’d be most grateful if they ceased de- 
picting us in underwear—or appearing overly pleased with any commercial 
object. Particularly one we neither want nor need. 

Being a father is a responsibility we assumed and do our best to fulfill. We 
expect our reward in heaven—and we hope it isn’t Fruit of the Loom Guar- 


FRUIT oF 11 LOOM 
GUARANTEED UNDERWEAR 
than any other brand! 
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may have a standard formula by which 
it judges the merits of a new-item prop- 
osition. Does the manufacturer’s sales- 
man, or his headquarters, know that for- 
mula? Too seldom. Yet how can the 
salesman give the buyer the information 
required by the new product committee 
unless he knows the questions to which 
the members of that committee are seek- 
ing an answer? 

One large food super chain has a new 
product committee that meets each week 
to review all new items that had been 
favorably considered by its buyers during 
the previous week. When each item comes 
up for discussion, it is subjected to a list 
of questions that actually hangs in sign 
form on the wall of the meeting room. 
These are the questions: 


= 1. Is the quality good? 

2. Does it perform a new service or 
give a new taste thrill? 

3. Is the service worth the price asked? 

4. Will it enlarge the market for the 
item? (The first point considered here is 
the number of brands that can be car- 
ried in the same item and still do more 
business by adding one more brand. The 
second point has to do with a new size 
for an already-stocked item—and here 
the question is whether the chain will 
sell more with the two sizes or merely 
transfer sales to the new size.) 


5. Will it replace a competitive item 
and why? (If the necessary facts are not 
at hand to answer this, then a commodity 
study of sales and gross profit is made to 
determine whether the older item should 
be continued in stock or dropped in favor 
of the new one.) 

6. Is the product warehoused locally? 

7. Does the item carry cooperative ad- 
vertising? 

8. What about the cash discount? 

9. Will it give a better profit than 
similar items? 

10. Will the manufacturer support the 
item with advertising? 


s How many of the items considered by 
committees of this sort have been “sold” 
by salesmen trained, informed, and 
equipped to get this kind of information 
through to a new product committee? I’m 
afraid the answer must be “too few.” 

And the explanation obviously is that 
too few salesmen are being trained, in- 
formed and equipped to sell in an era in- 
volving a growing degree of impersonal 
selling. (I’ve already mentioned that the 
requirement for impersonal selling is 
mounting rapidly in our large retailer 
organizations, and that’s significant be- 
cause it is these giant outlets that give 
most manufacturers the major part of 
their total volume.) 

So much for a current development that 
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broadens the requirement for impersonal 
selling techniques. Let’s now take a gan- 
der at the longer future—one of my 
favorite recreations, I might add. 

A short time back, my good friend 
Max E. Buck, director of merchandising 
for NBC’s owned-and-operated radio and 
tv stations, predicted that the time would 
come when “a single master salesman, 
standing before a camera in his home of- 
fice, will speak to buyers sitting in their 
own chain-store offices before a ‘buyer’s 
screen.’ In full, rich color, the new prod- 
uct will be submitted for consideration to 
buyers everywhere simultaneously.” 

With his typical astuteness, Max antici- 
pated those who might charge him with 
having predicted the death of the sales- 
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man. Said he: “While all this may mean 
the death of the salesman as he now is, 
it will mean the birth of a new kind of 
salesman—the retail expediter.” 

And that is precisely the point I’ve 
been trying to put over in my several 
columns on the coming age of impersonal 
selling. Impersonal selling doesn’t mean 
an end to selling. It means—and demands 
—a new technique for selling. But that 
new technique will never be forthcoming 
if sales executives—and some of the vali- 
ant champions of the salesman shut their 
eyes to what is going on about them and 
sonorously declaim: “There will always 
be a salesman.” 

You bet there will be—but he’ll be a 
mightily changed boy! 


Readership Research Does Not Support 


Freak Attention-Getters 


By James D. Woolf 


(Mr. Woolf is an advertising con- 
sultant who spent many years as 
v.p. in charge of creative activities 
of the western offices of J. Walter 
Thompson Co.) 


Again and again in this column, in at 
least a score of Salesense pieces, I have 
advocated strongly the germane approach 
with relevant ideas that clearly relate to 
the advertised product (or service). Every 
time I so declare my- 
self I hear promptly 
from dissenters. These 
protestants assert that 
some articles of mer- 
chandise (or service) 
are so barren of read- 
er interest the copy- 
writer must perforce 
look far out in left 
field for attention-cap- 
turing ideas. 

In a recent piece on this subject (AA, 
April 5) I wrote this: “What is sought 
frequently, it appears, is an idea as re- 
motely removed from the product as pos- 
sible. The notion seems to be that the 
reader must be trapped by an extraneous 
idea or concept before he is let in on 
the secret of what the ad is really about.” 

As a typical example of this technique, 
selected at random, I called attention to 
the Consolidated page in Time, shown 
here. Only in the fine print is the scanner 
told that enamel paper for quality print- 
ing is the subject of the advertisement. 
I then posed this question: “Is enamel 
paper a dull and vacuous subject to indi- 
viduals and companies that want the 
best printing results at the lowest pos- 
sible cost?” Quite clearly the writer of 
this ad thought so; it is obvious he felt 
it necessary to try to trick the scanner 
into reading the copy. 


‘i &. ot 
James D. Woolf 


= Did he succeed? Was this page merely 
scanned or was it read? Did the promised 
benefits, as presented in the fine text, 
register? Indeed, did even the name of 
the product register strongly? The answer, 
according to Daniel Starch, is NO. He re- 
produces this same Consolidated ad in 
his May bulletin and submits this report 
of his findings: 


MEN 
Noted 23% 
Seen-Associated 13% 
Read Most 


Dr. Starch notes that “the picture of 
the lion stopped a considerable number 
of men, but barely more than half (13%) 
read enough of the advertisement to find 
out it was related to enamel paper.” 
Nobody, if I understand the Starch fig- 
ures correctly, “Read Most” of the copy. 


Would a forthright, open-and-above- 
board advertisement about enamel paper 
have earned a “Noted” figure of 23%? 
I doubt it. But if it were my ad I wouldn’t 
care. In the first place, the 23% figure 
is a phony because, as Dr. Starch points 
out, barely more than half knew the ad 
related to paper; in the second place, 
none of the 23% read most of the ad, 
which means that the ad couldn’t possibly 
have exercised much selling persuasion. 
As for me, I believe completely that a 
noted figure of, say, 5% or 6% would 
serve my purpose more effectively than 
the meaningless 23% rating. If my illus- 
tration and headline dealt clearly and 
specifically with enamel paper, isn’t it 
probable that most of the 5% or 6% 
would represent prospective paper cus- 
tomers? And is it likely that my “Seen- 
Associated” and “Read Most’ figures 
would drop as disastrously as they did in 
the lion ad? I think not. 


# It isn’t Dr. Starch’s fault that so many 
otherwise sensible advertisers are so be- 
mused by the attention-grabbing power 
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of left-field ideas. In his May bulletin he 
cautions us in these words: “Therefore, 
in evaluating the actual Noted score of an 
advertisement which employs an exotic, 
non-product related, attention-getting de- 
vice, pay particular attention to the drop- 
off from the Noted to the Seen-Associated 
score.” 

Elsewhere in his bulletin Dr. Starch 
asserts that “advertisements which attract 
twice as many readers also have, on the 
average, twice as many prospects among 
these readers.” I am in agreement with 
this if his “twice as many readers” are 


attracted by relevant ideas that clearly 
and openly relate to the advertised prod- 
uct. I believe it is entirely probably that 
an enamel paper ad with a Noted score 
of 5% or 6%, such as I have suggested, 
would attract more actual, bona fide pros- 
pects than the lion ad. 

Dr. Starch makes one observation that 
I regard as a modified agreement with 
my viewpoint: “Barring rare, freak ex- 
ceptions, the more readers an advertise- 
ment attracts, the more prospects it 
attracts.” I imagine he thinks of the Con- 
solidated ad as a “freak exception.” 

But I cannot go along with Dr. Starch’s 
“rare.” The Consolidated ad is certainly 
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a “freak” but it is emphatically not an 
“exception.” I would say, at a rough guess, 
that 20% of the stuff we see in print and 
on television today belongs in the cate- 
gory described by Dr. Starch as “exotic, 
freakish, irrelevant attention stoppers.” 

Readership research is useful when it is 
interpreted with intelligence and common 
sense. There are many advertisers, inter- 
preting it wrongly, who seemingly sub- 
scribe to the policy of using non-selective, 
left-field ideas to attract the indiscrimi- 
nate attention of the greatest possible 
number of people. I do not find in either 
Starch or Gallup studies any convincing 
support for such a policy. 


Sunday Fare Alone Balances 
the Mediocre in TV Shows 


There have been many attacks, some 
with justification, on the American sys- 
tem of commercial television. These at- 
tacks have come, not only from foreign 
countries seeking to a certain extent to 
justify their uneconomic non-commercial 
systems, but also from well-intentioned 
groups within the U. S., such as the 
Parent-Teachers Assns., Daughters of the 
American Revolution, Women’s Christian 
Temperance Union, church groups and 
others. 

Their main criticism has been that, be- 
cause of advertising pressure, program 
content has been directed to the “12-year- 
old mind.” It is, of course, essential for 
the advertiser with millions of dollars in- 
vested in television to reach as many 
minds as possible in order to get a maxi- 
mum return for his investment. When the 
educators have prepared the mass audi- 
ence to accept high quality programs, the 
advertiser is more than willing to make 
that type of program his major effort. 


= The final choice of programs lies in the 
hands of the consumer, and those pro- 
grams which are most acceptable are, by 
highest criteria, somewhat mediocre. For- 
tunately education in the U.S. is turning 
out intelligent citizens and the quality 
of programming is moving up propor- 
tionately. Programming actually is ad- 
vancing a little faster than the ability of 
the typical television home to grasp the 
full significance of this progress. 

Nowhere in any other system of tele- 
vision that exists in the world today has 
such a plethora of good programs been 
tried as appear in this country on Sun- 
day afternoon. Television is a medium 
which makes it easy to teach complex 
thoughts. On Sunday afternoon such 
programs as “Omnibus,” “Excursion,” ‘Zoo 
Parade,” “Meet the Press,” “Youth Fo- 
rum,” “Adventure” and “Hall of Fame” 
convey varying forms of culture to a mass 
audience. 

During the course of these programs 
leading public figures are grilled and ex- 
posed to the public gaze in clinical light. 
Experimental forms of music and art are 
demonstrated by leading authorities. The 
theory of evolution is thoroughly dis- 
cussed by top authorities. The develop- 
ment of the atom bomb is analyzed in 
detail. Leading professors of every major 
university in the country talk about their 
specialities. Zoo curators probe into ani- 
mal life to a depth that the layman can- 
not duplicate. New operas and new play- 
wrights are developed. 


# On Sunday afternoon the superb docu- 
mentary of the Navy, “Victory at Sea,” 
was first exposed. The United Nations has 
been spotlighted. Travelogs and talks by 
the wise men of the world have been 
featured. Indeed no other country and 


no other tv system has developed such 
educational advantages as Sunday after- 
noon alone has given to a mass U. S. audi- 
ence. | 

On various nights at various times dur- 
ing the past year the discriminating view- 
er has seen major operas, good sym- 
phonies, excellent concert performers and 
important dramas from Shakespeare to 
contemporary greats. 

A recent experiment in television in 
color, the filming of masterpieces in the 
Metropolitan Museum of Art, has clearly 
demonstrated that at last every art lover 
in the country will be able to see the 
work of the greatest masters of them all 
(accompanied by a lecture from foremost 
art authorities) without moving out of his 
own living room. 


= In the field of sponsored television, 
“Cavalcade of America” has presented a 
remarkably authentic historical series 
with no expense spared to make it palat- 
able and exciting. In the field of docu- 
mentary reporting, Ed Murrow’s analysis 
of the news called “See It Now,” or the 
historical “You Are There,” reprise of 
famous moments in history, are unparal- 
leled anywhere. 

These shows are, of course, clearly 
cultural and clearly informative. The mar- 
ginal areas are those in which cultural 
snobbery gives way to simple entertain- 
ment. Who is there among us to stand and 
say that “I Love Lucy” is not a classic 
of its type? That from the days of Co- 
media del Arte the theater has acknowl- 
edged a need for the buffoon, and Lucille 
Ball is the classic buffoon of our time. 
Who is there to say that the documen- 
tary “Dragnet” is not one of the most 
able reports of social welfare? Who is 
there to say that Jimmy Durante and 
Martin & Lewis are not the classical com- 
edians of our time? 


® In criticizing the mediocrity of the pa- 
thetic little dramas, the average situation 
comedy, the quiz shows in poor taste, like 
“Strike It Rich,” we are inclined to for- 
get the fine balance that occurs in Amer- 
ican telecasting. There are necessarily 
mediocre shows—necessary because there 
are not enough geniuses in the world to 
turn out the volume of really good shows. 
It is easy to excuse dullness by calling it 
culture, but in a medium where the man 
sitting at home is the critic and has the 
power to turn off a program, dullness can 
only lead to the perfect vacuum. 
American television tends to add show- 
manship to culture in the interest of 
getting the largest audience in the hope 
that mass audiences will become better 
educated and more cultural during an 
evolutionary period. It is certainly im- 
practical and unrealistic to assume that. 
culture can be forced on any community, 
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Tips for the Production Man... 


Proper Allowances for Paper Spoilage 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler 
& Associates, Mendota, III.) 


Production men agree readily enough 
that there is bound to be spoilage of pa- 
per in the printing process but there is 
not always agreement on the fair ex- 
tent of proper spoilage requirements. It 
is necessary that the production man 
understand the factors which cause vari- 
ation in unusable sheets. 

The buyer is more aware of this waste 
allowance when the paper is directly sup- 
plied by him, especially if he has not con- 
sulted his printer and has guessed too 
low. Whether the buyer supplies the pa- 
per directly or whether its cost is buried 
in the printer’s estimates of cost, it is 
always present. 

The more mechanized printing becomes, 
the greater the spoilage of paper in the 
processing, generally speaking. Since the 
mechanization of printing and binding has 
served to lower the over-all cost of the 
graphic arts, there is a net gain. This is 
not to say that there is much progress to 
be made in reduction of paper spoilage. 


a Operations which cause paper spoilage 
include: try sheets for makeready and 
color register, failures in press feeding, 
filled-in cuts, workups if printing is done 
directly from type, offset or smudging, 
wrinkled sheets, and off-register printing 
caused by pull-guide failures. 

The paper manufacturer himself is not 
entirely blameless in the paper spoilage 
picture. Imperfections in the paper itself 
are one cause of spoilage. There are curled 
sheets, sheets damaged in transit or in 
packing, dirty sheets, sheets with imper- 
fect coating, pasted sheets at roll ends, 
sheets with holes, sheets not squarely 
trimmed at the mill. 

It may be a surprise to the production 
man to learn that there are not always 
500 sheets to a ream. The paper merchant 
may not have cheated you, if he sold you 
by weight, and certainly some tolerance 
in sheet count is unavoidable. Not long 


Employe Communications... 


ago I had a check made on ream counts 
from various skids of paper. The actual 
sheet count seldom attained 500 sheets per 
ream, and often there were as many as 
15 sheets short of a ream. In such an in- 
stance the shortage is 3%, and sheets are 
what the printer has to deal with, not 
weight. 


= In the offset process, sheets are lost in 
difficulties caused by water control. The 
faster the speed attained by the press, 
the more sheets which become spoiled 
each time a mechanical failure takes 
place. 

On work calling for imprint changes 
made on the press, the production man 
must expect additional spoilage if full 
count of deliverable sheets is to be made. 

Work printed work-and-turn takes 
more spoilage extras than does work run 
sheetwise (one form backed by another). 
The reason for this is that the work-and- 
turn sheet is twice the size; thus every 
sheet spoiled on the press ruins two 
copies. 

Spoilage must be allowed for each time 
through the press: extra colors, as well 
as operations of varnishing, die-cutting, 
numbering, or other special operations. 
In general, spoilage is less when run on 
multi-color presses as the sheets are han- 
dled fewer times. 


w Then, don’t forget bindery spoilage. 
Here the operations of folding, gathering, 
stitching, attaching glued-on covers, 
trimming—all take a small toll of sheets 
spoiled due to mechanical handling. 

Thin papers are subject to heavier 
spoilage than heavier weights. Winter 
static increases spoilage, except in the 
most scientifically controlled paper stor- 
age and pressrooms. Antique (rough) 
papers generally feed more smoothly 
through presses than do enameled papers. 

Variations in spoilage account some- 
what for under- or over-deliveries, one 
of the conditions covered by printing 
trade customs. Percentagewise, short runs 
require greater spoilage allowance than 
do long runs. 


Sales Stint for the Employe Paper 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

In the field of public relations, a cer- 
tain amount of belt-tightening is taking 
place. Some managements, eyeing with 
distaste the slumping sales curve, hastily 
conclude that public relations programs, 
involving the building and holding of 
pleasant associations with the public and 
employes, may be curtailed without risk. 
It is a fallacy, but it is a common fallacy. 

The victims are often responsible for 
their own plight. Pecple in communica- 
tion—whether it is public or internal 
communication—should keep manage- 
ments eternally aware of the nature, 
range and value of what they do. Before 
they make mention of their accomplish- 
ments, however, they should make cer- 
tain that they have accomplished some- 
thing. How long a communications pro- 
gram lasts often depends upon how large 
a burden it carries, and that’s the way it 
should be. 


w While the sales-making potentials of 
the employe house organ may seem 
miniscule, wide-awake communicators 


think otherwise. One wide-awake com- 
municator, Charles Inglis, who handles 
public relations for Marathon Corp., 
firmly believes that the paper products 
manufactured by his concern should not 
only be used by the employes, but propa- 
gandized by them as well. A recent issue 
of his bi-monthly magazine, called ‘““Mar- 
alog,” features the paper products em- 
ployes can use and exploit: kitchen 
towels, facial and toilet tissue, napkins 
and waxed paper. The magazine uses the 
theme, “Let’s Talk It Up”; it urges em- 
ployes to be loyal to the products and to 
develop a loyalty among friends and 
neighbors. 

Recently Marathon decided to build a 
new plant in California, and once again 
the employe paper was pressed into use, 
not only to let employes know what was 
coming, but to carry the story beyond the 
plant gates to the thought leaders in 
Modesto, who are soon to be Marathon’s 
neighbors. The public relations cam- 
paign, launched before even a spadeful 
of dirt was turned, naturally used more 
devices than merely the employe maga- 
zine. But the employe magazine was in 
there, carrying its share of the communi- 
cations load, doing a service to manage- 


ment that 
discounted. 


cannct be _ forgotten or 


@ The magazine scatters its informational 
shot among several audiences; obviously, 
the employes of Marathon are first. 
Then come employe families and, through 
the employe families, their friends and 
neighbors. The magazine with the new 
plant story reaches out to people in the 
headquarters town cf Menasha, Wis., to 
the paper industry as a whole, to the 
packaging trade with which Marathon is 
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concerned. Fortified by a good program 
of community coverage in the Modesto 
area where Marathon is settling, the em- 
ploye magazine keeps all audiences posted 
on developments. 

The employe magazine is a sales tcol. 
This is not a new role for the so-called 
“house organ”—it’s a role as old as the 
medium itself. If the sales role hasn’t 
been filled, it is because the editor—or 
perhaps the management 
never looked upon the medium through 
the right end of the telescope. 


Looking at the Retail Ads 


By Clyde Bedell 


(Mr. Bedell is 


a consultant in 


creative advertising and advertis- 


ing training.) 


There are many nasty things said 
about birds that foul their own nests. 
It is unfortunate that there isn’t some 
way to reach the birds that foul adver- 
tising’s nest—their own. 

Anyone in the national field must 
know that more people generally see 
the picture in the ad than read the 
headline. More people read the headline 
than read the subheads. More people 
read the subheads than read the first 
part of the body copy. And more people 
read the first few words than read the 
end of the copy. 

It is obvious that some advertising 
creators use every dodge or device they 
can to give advertising impressions to 
readers, that careful perusal of the ad 
would not give. 


a People who note this ad see and 
recognize (most of them, perhaps) 
Barbara Stanwyck. 

Then they read-“tTHIs Is 1T! L & M 
FILTERS ARE JUST WHAT THE DOCTOR OR- 
DERED.” If they did not immediately see 
the signature of the actress when they 
saw the picture, they now see that. The 
implication of course is that Barbara is 
author of the capitals quoted above. 

Is she, or isn’t she? 

If she were, I daresay they would be 
in quotes. If she isn’t, the implication 
deceives the public. 

If the headline is true, not pure fabri- 
cation, why doesn’t the copy enlarge 
upon the headline, and validate it? 

I talk to a good many university 
groups in journalism and_ business 
schools. I like to tell them, and support 
with a cogent ratioraie, that advertising 
makes possible (with its capacity for 
mass selling) mass production, which 
makes practical and possible the pro- 
duction of great wealth. 

I like to tell them anc show them why 
it is true, that adveitising makes pos- 
sible the dissemination of vast “amounts” 
of information and news, which keeps 
our public reasonably well informed, 
which leads ultimately to a progressive 
distribution of that great wealth. 

I prove (to my satisfaction, and I 
think to theirs) that these two adver- 
tising boons are a keystone in our free 
enterprise system and in the structure 
and maintenance of our free institutions. 


a Most youths are idealistic. They 
would like to play a part in an adver- 
tising world that is ethical, moral, 
forthright. They generally do not like 
to believe that advertising people like 
to be, or have to be, devious, dishonest, 


THIS ISiT! 


Lam FILTERS ARE JUST 
WHAT THE DOCTOR ORDERED 
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and cornercutters. 

Often they ask about ads like this— 
about testimonials—about ads that im- 
ply what is not true—about the use of 
type to hoodwink the public—about 
big type statements that are modified 
in small type. 

At the bottom of this ad is the state- 
ment: “MUCH MORE FLAVOR, MUCH LESS 
NICOTINE.” If that is true, inasmuch as 
it’s rather a vital statement about a 
cigaret, why don’t they support it? Much 
“less nicotine” than what? Than other 
filters take out, or leave in? Or than 
in any other cigaret? And how is the 
reader to know it’s true? 

The thoughtful reader, and no doubt 
there must be a few, would find other 
statements here that seem equivocal. 
But maybe the ad is designed only for 
headline readers. 

How is an advertising consultant who 
meets many young admen and women 
in stores and on newspaper staffs 
across the country, and in a good many 
schools and universities, to explain the 
kind of “professional” advertising view- 
point that results in this kind of adver- 
tising? 

Of course those responsible can always 
write a long and circuitous explanation 
and apologia that does everything but 
meet the basic charges (and many oth- 
ers) made—the charges of deviousness, 
of false implication, of weaseled claims, 
of non sequitur, of trading upon cupidity, 
of misleading by type manipulation, and 
so on. The usual letters in rebuttal of 
criticisms fail to explain away the fact 
that the ads involved are less than forth- 
right truth. 
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Advertising Age, July 5, 1954 


William Prout Joins Lever 

William Prout, formerly asso- 
ciate director of advertising and 
sales promotion for General Foods 
Corp., has been appointed mer- 
chandising manager of the Lever 
division of Lever Bros. Co., New 
York. He succeeds John Blum, who 
has been named manager of the 
company’s new operations analysis 
department. 


Screen Gems Names Young 

Frank Young has been appointed 
press manager of Screen Gems, 
New York, tv production subsidi- 
ary of Columbia Pictures Corp. He 
formerly was director of the press 
department of National Broadcast- 
ing Co. and handled publicity for 
the radio-tv department of the Na- 
tional Foundation for Infantile 
Paralysis. 


WTVI Promotes Jae 

James F. Jae Jr., an account ex- 
ecutive of WTVI, St. Louis, has 
been promoted to promotion and 
publicity director. 


SHE MAKES WISCONSIN 


CREAM 


OF THE 


MARKETS 


Wisconsin milk production 
exceeds 15 billion pounds a 
year—73% more than any 
other state. Income from 
dairy products alone is more 
than $560,000,000. 

It’s because Wisconsin 
farmers welcome new meth- 
ods and new products—and 
have the cash to put them 
into use—that Wisconsin 
continues its Dairyland su- 
premacy. Their chief source 
of information, of course, is 
the editorial and advertis- 
ing columns of the ‘‘Ag’’. 
Use it to deliver your sales 
message to 9 out of 10 of the 
state’s best farm families. 


SERVING 


WISCONSIN 
FARM FAMILIES 


THROUGH 
104 
YEARS 


Write us for 
latest market facts 
of particular 
interest to you. 


WISCONSIN 


re turist 


AND FARMER 


Dante M. Pierce, Publisher 
Racine, Wisconsin 


Others, from left, are G. Henry 


eastern regional sales manager, 
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HAPPY HATTERS—This quintet wearing Stetsons congregated at the new 
International Style Center, New York, the hat industry’s first mer- 
chandising lab and high fashion showcase. The center of attraction 
is a certificate of business merit, presented by Frank J. Connaughton 
(middle), commissioner of commerce, on behalf of New York City. 


Stetson, son of the hat company 


founder; Irwin B. Jordon Jr., advertising director; Earle Stevenson, 


and Davis H. Harshaw, Stetson 


president. 


Account Men Follow 


PHILADELPHIA, June 30—Recent- 
ly someone placed a bucket of 
sand on an account executive’s 
desk at the Lavenson Bureau of 
Advertising. And the recipient felt 
he was highly honored. 

Actually, the “bucket” is a semi- 
annual award at Lavenson. It is 
presented by members of the agen- 
cy’s copy department to an ac- 
count man who had been “most 
cooperative” with the creative per- 
sonnel in the previous six-month 
period. The basis for selection is 
“Eight Commandments for Account 
Executives,” a unique set of rules 
for contact-copy cooperation which 
were established during a recent 
agency conference. 


= Surprisingly, the eight rules lay 
greatest stress on stimulation of 
interest in specific accounts, and 
not on such mechanical functions 
as channeling information for copy 
to the proper individual. 

The first commandment asks 
that the account man “increase the 
enthusiasm and interest of the 
copy department in his client’s 
problems, programs and objec- 
tives.” 

The copywriters obviously feel 
that when a writer believes in a 
product or a company, he can write 
better copy. At the Lavenson Bu- 
reau this is not merely a theory. 
It is not given lip service. 

As James Lavenson, president of 
the agency, said: “Too often, the 
account executive simply assumes 
that the people in the office down 
the hall share all his feelings about 
an account, when actually in their 
far-from-the-front-office location 
that account is just a name, some 
facts, and a lot of work.” 


= Here are the eight command- 
ments: 


e 1. The account executive should 
at all times bear in mind his role as 
the client’s direct representative 
within the agency, and, as a result, 
seek by all the means at his com- 
mand to increase the enthusiasm 
and interest of the copy depart- 
ment in his client’s problems, pro- 
grams and objectives. 


e 2. The account executive should 
supply all needed information in 
time to meet scheduled due dates 
(preferably at the time the work 
order is issued). 


e 3. The account executive should 
do sufficient advance thinking be- 
fore issuing a work order, so that 


work orders can be organized bet- 


Agency Uses Aeolian Sand Bucket to Make 
‘Commandments’ 


ter, with information presented in 
logical sequence. 


e 4. The account executive should 
state objectives of specific assign- 
ment in work order. (Even on 
routine jobs, the practice of stat- 
ing an objective often will stimu- 
late new thinking on the assign- 
ment by both the account man and 
the copy department.) 


e 5. The account executive should 
restrict revisions of copy to those 
which can be justified on a logical 
basis, avoiding minor, unimportant 
changes, or those made on the ba- 
sis of personal preference or preju- 
dice. 


e 6. The account executive, in pre- 
senting copy to clients, should 
make every effort to sell what he 
has agreed is good, rather than 
give in to client whims. 


e 7. The account executive should 
organize meetings better, with ad- 
vance agendas that clearly indi- 
cate whether or not a member of 
the copy department should be in 
attendance. 


e 8. The account executive should 
advise copy of any information 
available on the results obtained 
from the advertising in the prep- 
aration of which it has participa- 
ted. 


= Harry Egbert, creative coordina- 
tor for the Lavenson Bureau, said 
that, since the “commandments” 
have been formulated and the 
“bucket of sand’ awards made, 
there has been “a noticeable im- 
provement in the efforts made by 
account executives to cooperate 
with the copy department, which 
in itself has provided a more fa- 
vorable atmosphere in which to 
develop creative thinking.” 

Why the bucket of sand? 

Well, the inscription on the 
bucket reads: “Though the popu- 
larity of the account executive 
may shift like the sands of the 
desert, may this award keep its 
hold from slipping.” The inscrip- 
tion is signed by Aeolus, God of 
the Winds and patron of all copy- 
writers. 


Raymer Adds Salesmen 


Broaddus (Speed) Johnson, for- 
merly with Young & Rubicam, has 
joined the radio sales staff of Paul 
H. Raymer Co., station representa- 
tive, New York. Meanwhile, John 
H. Hicks Jr., formerly ad manager 
of Burrus Mills, has been named 


manager of Raymer’s Dallas office. 


WOR-TV Expands Schedule 
With the signing of Ted Steele, 
who is moving over from WPIX, 
Station WOR-TV, New York, will 
expand 


Steele, who has been a strong sales 


its daytime telecasting | 


schedule by three hours daily. Mr.|ated Music Publishers, a wholly- 


Broadcast Music Moves 
Broadcast Music Inc., music li- 
censing and publishing company, 
has moved its executive offices to 
589 Fifth Ave., New York. Associ- 


owned subsidiary of BMI, has also 


property in tv to date, will begin | transferred to this address. 


working for WOR-TV July 5. He 
will star in a three-hour show six 
days a week. 


When YOU buy a new home 
the odds are in your favor that 


Researchers Name Miller 

Hal Miller, manager of radio 
and television research for Biow 
Co., New York, has been elected 
president of the radio and tele- 
vision research committee of New 
York. He succeeds Robert Hoff- 
man, research director of WOR, 
New York. 


Rollman Names Hourihan 
Daniel J. Hourihan, who has 
held advertising and sales posts 
with Schenley Industries Inc., New 
York, has been appointed an ac- 
count executive of Rollman Ad- 
vertising Agency, Cincinnati. 


house+home 


the greatest influence in homebuilding 
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NICE 

SMILE? srrttere 

—to an Etcher—it’s 
just a bunch of Dots! 


—but a mighty important bunch! Each has a definite value 
under his glass that can give brilliance—or drabness— 
to the reproduction. Such details mean a lot to users of 
many dollars worth of white space—so much that great 
numbers of them insist on the skilled touch of ROGERS’ 


master craftsmen year after year. 
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Waster Craftsmen of Photo- Engraving 
Member of 


CHICAGO PHOTO-ENGRAVERS ASSOCIATION 
2001 CALUMET AVENUE © CAlumet 5-4137 * CHICAGO 16 
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Jack Levy Joins Hirshon 


Jack E. Levy, formerly director | 
of the merchandising division of | 
the National Retail Furniture 
Assn., has joined Hirshon-Garfield, 
Miami, as an account executive. 


When YOU buy a new home 
the odds are in your favor that 
THE 


ARCHITECT 
who 


house+home 


the greatest influence in homebuilding 


| KABC-TV Names Three to Sales 


KABC-TV, Los Angeles, has 
named three men to its sales staff. 
Jerry Lee, formerly commercial 
manager of KBTV, Denver, has 
been appointed an account execu- 
tive for program sales; Cyrus Ost- 
rup, previously coordinator of pro- 
duction services for the station, has 
been named to handle spot sales, 
and Tom Seehof, formerly an ac- 
count executive with KPHO-TV, 
Phoenix, is national spot sales as- 
sistant. 


Avery Names Carr Liggett 

Carr Liggett Advertising, Cleve- 
land, has been named to handle 
advertising for Avery Paper Co., 
Painesville, O. Media will include 
advertising, printing and packag- 
ing publications. 


Cannon Joins Shivell-Hall 
John J. Cannon, formerly with 
Amos Parrish & Co., has joined the 
retail store division executive staff 
of Shivell-Hall Co., New York. 


= 


process. 


We do one thing superlatively well: color re- 
production of still lifes through the carbro 


CHARLES F KUONI STUDIO 
Che Ploisgrephy- 


61 WEST ERIE CHICAGO ll ¢ 


Telephone SU 7-4483-4 


——/ 


THIS TWIN DREAMED 
HIS MOM PREFERRED 
A MAIDENFORM BRA 


You’re not dreamin’, Sonny! 


Figures prove women in 


the St. Paul “half” of the Twin Cities market are switching 


their brassiere preference to Maidenform! 


According to the 


1954 St. Paul Consumer Analysis Survey, 9 out of 10 women 
are brassiere buyers, and Maidenform is preferred by 21.1% 
of them, It’s more than just coincidence that Maidenform has 
surged out front following a vigorous, consistent advertising 
campaign in the Dispatch-Pioneer Press. 


BRASSIERE BRAND PREFERENCE IN ST. PAUL 
1954 1953 1 
MAIDENFORM .......... 21.1% 18.5% 138% 
SRS e sve sates eae 13.0 14.7 16.2 
ERS Re: » 7.7 8.8 8.8 


Want to know how YOU stand in the big St. Paul “half” 
of the Twin Cities market? Get your answer from the 1954 


Consumer Analysis Survey. 


(All interviews in connection 


with the Consumer Analysis were conducted between Jan. 4. 
1954, and Jan. 15, 1954). It is a:comprehensive study reveal- 
ing brand preferences and buying habits of the 404,000 
people who make the Dispatch-Pioneer Press their buying 
guide. Contact your Ridder-Johns representative or write 


Consumer Analysis, Dept. B. 


(Because of the unprecedented demand for this stud 
of these books to national adevrtisers and their egencien}” 


DISPATCH 


we must limit our distribution 


Representatives 
RIDDER-JOHNS, INC. 
New York—Chicago 


®ieote MEWSPA 


Detroit 


PIONEER PRESS 


San Francisco 
Los Angeles—St. Paul 
Minneapolis 


Auto Dealers Had 
It Good Last Year, 
FRB Survey Shows 


WASHINGTON, June 30—Har- 


assed automobile dealers can take} * 


the word of the Federal Reserve 
Board for it. They really had it 
good in 1953. 

In a detailed report on purchases 
of cars, household equipment and 
homes in 1953, the board has re- 
ported that consumers 
5,000,000 cars in 1953. This was a 
third more than 1952, when 3,600,- 
000 bought cars, and it was only 
slightly below 1950’s 5,300,000. 

By early 1954, the FRB said, 
58% of all spending units reported 
owning a car and an additional 8% 
reported owning two or more cars. 


# For whatever the dealers can 
make of it, the board also reported 
that the average age of cars owned 
by consumers reached a postwar 
low in 1953. Nearly half the cars 
owned by consumers with incomes 
of $5,000 or more were 1951 or 
later models and only a tenth were 
prewar. 

The data is from the annual 
survey of consumer finances made 
each January. A summary of the 
results had been released last 
spring. 

The new report showed that the 
number of “units” purchasing fur- 
niture and major appliances during 
the year was 23,500,000 compared 
with 21,400,000 in 1952. Average 
expenditures for these items ad- 
vanced to $410, compared with 
$400 in 1952, $380 in 1951 and $350 
in 1950. 

Television was a major factor, 
as new stations opened throughout 
the country. Washing machine, 
refrigerator and furniture sales 
advanced moderately. 

Consumer purchases of homes 
were also high, with the propor- 
tion of non-farm residents who 
owned their homes reaching 56%, 
compared with 51% in 1950. 


Hamilton Institute to Sackheim 

The Alexander Hamilton Insti- 
tute, New York, has appointed 
Maxwell Sackheim & Co., New 
York, to handle its advertising. 
Donahue & Coe is the former agen- 
cy. Harry D. Kline, formerly with 
Donahue & Coe, has joined Sack- 
heim as account executive for the 
institute. 
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Southern California Agencies 

Elect Robert Millar President 

| Robert Millar, president of Stel- 
3 | ler, Millar & Lester, Los Angeles, 
mm has been elected president of the 
® |Southern California Advertising 
® | Agencies Assn. Other new officers 
are Walter Marto, Walter Marto 
| Advertising Agency, Ist v.p.; Wal- 
|ter Tilds, Tilds & Cantz Advertis- 
jing, 2nd v.p., and Rod Mays, Mays 


/& Co., secretary-treasurer. 


The group has changed its mem- 
bership rules to permit associate 
members in northern California, 
Arizona and Nevada and to ex- 
tend membership to national agen- 
cies with Los Angeles offices. 


WE'LL HELP—J. P. Mansfield (left), 
president of the Plymouth division, 
Chrysler Corp., gets the promise of 
support from Columbus, O., dealer 
Harold R. Wood for Plymouth’s 
“Sell More in ’54” campaign. Mr. 
Mansfield spoke at a dealers’ pep 
meeting in Columbus. 


Standard Oil Forms New Uhit 


Standard Oil Co. (Indiana) has 
formed a new subsidiary, Tuloma 
Gas Products Co., Tulsa, to han- 
dle sales of liquefied petroleum 
gas on a countrywide basis. The 
new unit will take over LP-gas 
sales now handled by Standard 
and its subsidiary, Stanolind Oil 
& Gas Co. 


Screen Ad Services Sets Ist 
International Film Festival 

International Screen Advertis- 
ing Services will hold its first an- 
nual International Advertising 
Film Festival in Venice, Italy, from 
Sept. 25 to 28, during the time of 
the Italian Advertising Congress. 
Producers of advertising films all 
over the world may compete with 
entries in four classes: cartoon, 
puppets, marionettes or models, 
live action, and a series of films 
produced for the same advertiser. 

Further information, entry forms 
and rules may be obtained from 
Bruno Kiewe, secretary of I.S.A.S., 
17 Berkeley St., London, W.1. 


Direct Mail Gains in 1954 


The estimated dollar volume of 
direct mail advertising used by) 
American business during April, | 
1954, was $115,725,395, a gain of 
more than 9.5% over the expen- 
diture of $105,653,499 in April, 
1953, according to figures released | 
by the Direct Mail Advertising | 
Assn. During the first four months 
of 1954, an estimated $446,419,323 
was spent on direct mail adver- 
tising, representing an increase of 
6.39% over the expenditure in the 
first four months of 1953. 


We believe most any survey you want 
to make will prove that TRADE NAMES 
are responsible for as high as 50% 
of the sales of most items. 


Whether applied to a single product 
or a line of related products, TWO 
kinds of sales are cultivated: 


‘Foundryman’ Names Eckert 
John M. Eckert, formerly ad 
manager of Ziff-Davis Publishing 
Co., has joined American Found- 
ryman as ad manager, succeeding 
Terry Koeller, who opened Terry 
Koeller Associates last April. 


The sale made because of familiarity 
and confidence in the name itself. 


May Sales of Chain Stores 


ie ay ‘ 
1954 1953 
Food Chains 
°Grand Union ....$ 16,750,163 $ 14,958,462 
eee 21,023,951 18,541,966 
Se OR. sccece 84,751,493 $2,315,619 
National Tea .... 39,332,188 34,081,110 
SE waxecnes 125,381,231 119,872,129 
Group Total ..$287,239,026 $269,769,286 
Mail Order 
Sears, Roebuck .. 257,617,328 288,989,123 
SD © acearese 9,084,240 10,449,725 
®Montygomery Ward 78,108,578 95,125,842 
Group Total ...$344,810,146 $394,564,690 
Drug Chains 
PE kdenvs 4,451,907 4,485,004 
Walgreen ....... 15,164,088 14,613,468 
Group Total ..$ 19,615,995 $ 19,098,472 
Variety & Miscellaneous 
cAmerican Stores Co. 47,725,556 43,064,009 
Bond Stores .... 6,008,854 6,708,350 
Butler Bros. .... 8,496,034 8,890,668 
Diana Stores Corp. 2,357,779 2,731,822 
Edison Bros. .... 7,263,738 7,703,104 
Gamble-Skogmo .. 9,518,901 10,799,084 
Grant, W. T. .... 22,024,215 23,071,684 
bGreen, H. L. .... 8,130,212 8,451,112 
Kinney, G..R. Co. 3,661,000 3,780,000 
Kresge, S. S. .... 24,425,096 25,236,592 
CLOPMET -cccccece 12,148,501 13,126,620 
MeGrery .. .cccese 7,457,206 7,678,339 
oMcLellan Stores . 4,529,491 4,801,513 
Murphy, G. C. .. 13,688,761 15,086,119 
Neisner Bros. .... 4,758,656 5,091,598 
Newberry, J. J. 13,176,923 13,187,017 
Penney, J. C. .... $1,247,173 85,886,830 
¢Shoe Corp. of 
America ...... 4,966,957 4,737,728 
White’s Auto Stores 1,646,267 1,826,975 
Total Group ...$294,824,320 $305,606,164 


Combined Total $946,489,487 $989,038,612 


*Four weeks and 13 weeks. *Four month period. “Two month period. ‘Ten month period. *Four weeks 


and 22 weeks. 


The REPEAT sale because the name is 
associated with satisfactory use. 


% Gain Five Months. % Gain iis Pp mn 
or Loss 1954 1953 _or Loss In your advertising, in your literature, 
on your products the identifying em- 
Hey + 00.192.804 , aseoe te blem “Accepted for advertising in 
+ 3.0 419,846,373 408,042,119 + 3.0 TODAY’S HEALTH, published by the 
+15.4 = 192,157,332 173,682,566 +10.6 American Medical Association” will 
+ 4.6 613,787,491 593,164,839 + 3.5 2.8 
+ 6.5 $1,382,642,361 $1,314,846,864 + 5.2 make your merchandising more effec- 
; tive. 
—10.9 893,458,875 980,031,010 — 88 
—13.1 44,238,620 49,569,668 —10.8 roe A 
—17.9 282,550,629 335,598,661 —15.8 anvegyisine j 
—12.6 $1,220,248,124 $1,365,199,339 —10.6 todays health 
EA PUGLISHED s 
i 
—07 21,560,356 21,997,490 — 2.0 Ore LS 
+38 72,968,187 72,235,578 + 1.0 CTS 
+ 2.7 $ 94,528,543 $ 94,233,068 + 0.3 
It enables you to tie up your selling 
—10.4 30,501,933 33,352,675 — 8.5 There are at least eight ways the 
— 44 45,655,900 46,985,071 — 2.8 Ith emb! hel 
—13.7 25,036,085 26,800,839 — 6.6 ays ee eee ee ee 
pag 31,523,802 32,981,944 — 4.4 sell. Learn about them—Ask for the 
—11.9 44,264,068 49,174,145 —10.0 Today’s Health DATA FILE, 
— 45 99,501,213 96,787,937 J 
— 3.8 31,398,468 31,278,969 ' 
— 31 e 
—32 117,346,739 118,037,536 . rod health i 
— 7.5 45,780,541 46,906,339 J : WS 
— 2.9 36,451,278 36,800,493 sf Published by the American Medical Associ 
— 5.7 16,803,009 17,409,652 . 535 N Dearborn $1, Chicago 10, ill 
— 9.3 62,327,375 65,901,834 . 
— 65 21,890,937 23,304,978 — 6.1) } 
_ 58,729,597 58,709,799 —— | 4 
— 54 365,687,989 375,902,965 — 2.7 ; N 
' 
+ 48 23,289,878 22,300,205 + 4.4/1 
— 9.5 7,283,536 7,975,152 — 8.7) ; Compony 
— 3.5 $1,217,317,386 $1,244,727,299 — 2.2 , 
— 4.3 $3,914,736,414 $4,019,006,570 — 2.6, ; City Stele... 
! 
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Turner ‘Sacajawea’ 


RELAXING, WESTERN STYLE—Beaver-topped Dick Turner, board chairman of the Oregon Ad- 
vertising Club, had two good reasons to smile at the Advertising Assn. of the West 
convention in Salt Lake City: (1) His club made a successful bid to get the 1955 AAW 
convention in Portland and (2) Dick won the Ramsey Oppenheim Memorial Award, 
given to the AAW president who contributed most to organized advertising in the 
West last year. Other Oregonians in the picture are Sacajawea (Jane Sidman); Ru 


Fetta Tracy 


Lund, club president; Ruth Fetta, exec. secretary, and Ted Tracy, 


Advertising Has Vital 


Role, Brophy Tells AAW 


(Continued from Page 1) 
about $900,000,000 to $500,000,000 
but increased consumer expendi- 
tures for tv sets to almost $2 bil- 
lion. 

“Because of its ability to accel- 
erate the rate of acceptance of new 
products, and lift the level of ac- 
ceptance of established ones, ad- 
vertising unleashes a tremendous 
flood of new demand and new em- 
ployment,” he said. 


a As an example of this “ability” 
of advertising, he took the case of 
instant puddings. Here was a prod- 
uct that came into a field that was 
slack; regular dessert puddings 
just weren’t selling as well as they 
once did. But since the advent of 
instant puddings sales of all pud- 
dings, both instant and regular, 
are up one-third, he pointed out. 

Does advertising reduce selling 
costs? Mr. Brophy pointed to A. C. 
Nielsen figures on supermarket 
merchandising, which show that 
self-service grocery sales have 
risen from 52% of all grocery sales 
in 1951 to 70% of grocery sales in 
"$3. 

The primary reason for the suc- 
cess of supermarkets is pre-selling, 
he continued, which speeds up 
store traffic and results in fast 
turnovers, thus cutting down on 
shop-worn goods. 


a Mr. Brophy warned against los- 
ing sight of advertising’s primary 
objective—to sell goods. ‘“Adver- 
tising is not designed to promote 
premiums, deals, shelf displays— 
its sole function is to pre-sell peo- 
ple; to get them to go out and buy 
merchandise.” 

Advertising definitely increases 
company profits, the speaker said, 
taking up his third reason, but 
many times even company execu- 
tives have an incorrect view of the 
cost of advertising. 

“It’s easy to reduce advertising 
expense,” Mr. Brophy said, “be- 
cause the effect of such a reduc- 
tion on profits is temporarily hid- 
den. The real problem is to place 
advertising in its true perspec- 
tive.” 

A recent Dun & Bradstreet sur- 
vey of individual businesses in 
32 industries, he said, disclosed 
that those businesses having a high 
ratio of advertising to sales ex- 
pense were more profitable than 
those which had a low ratio of ad- 
vertising to sales expense. The for- 
mer had a higher ratio of adver- 
tising to total selling expense over 
the latter by a margin of 35%, he 
said. 


ge On his fourth point—that adver- 


tising increases company security 
—Mr. Brophy said that by this he 
meant advertising increases the 
chance for the individual business 
to survive. 

“The mass production of cus- 
tomers is the only avenue to sta- 
bility and security for the individ- 
ual company in our dynamic econ- 


Hodgson 


It's All Here 


Thomas D’Arcy Brophy 
opened his talk to the AAW 
by saying that he had read 
the following stories in Ap- 
VERTISING AGE on his way out 
to Salt Lake City: 

“A story on Page 1 of Ap- 
VERTISING AGE telling Wroe 
Alderson’s views on the vital 
part that advertising plays in 
any concept of dynamic mar- 
keting; another story in AA 
concerning remarks made by 
John P. Cunningham at the 
AFA convention in Boston. 
And still a third story in Ap- 
VERTISING AGE, this one deal- 
ing with a talk made by 
Sylvia Porter at the Fifth 
Annual Advertising Institute 
in Atlanta. 

“What is there for me to 
say that you can’t read in 
this week’s trade press?” 
asked Mr. Brophy. 


omy—and this applies with equal 
force both to retailer and to man- 
ufacturer,” he added. 

“Advertising is not expendable. 
It is not a garnishment of busi- 
ness. It is an essential ingredient 
of our American economy. It is to 
selling what the machine is to pro- 
duction. 

“It mass produces customers for 
a mass production economy. It 
makes jobs. It reduces selling costs. 
It helps increase our standard of 
living. Effectively and properly 
used, it increases company profit 
and makes possible the only se- 
curity a company can hope to ob- 
tain in an uncertain world,” Mr. 
Brophy concluded. 


= Robert R. Gros, director of ad- 
vertising and publicity for Pacific 
Gas & Electric Co., San Francisco, 
and outgoing president of AAW, 
kicked off the convention with a 
plea for “advertising statesman- 
ship” to sell faith in America. He 
said his plea was based on a sug- 
gestion made to him last month 
by President Eisenhower when the 
President agreed to accept honor- 
ary membership in the association. 

“Ours is a challenge and an op- 


Mrs. Hodgson 


manager of the 


portunity to do more than our 
bread and butter jobs of good ad- 
vertising craftsmanship,” Mr. Gros 
said. “Ours is a responsibility also 
to strengthen the system of which 
we are a part—to sell confidence 
in the strength and greatness and 
the good of our America. That is 
what I mean by advertising states- 
manship.” 


a David Bascom, partner, Guild, 
Bascom & Bonfigli, San Francisco, 
urged his audience to “establish 
the personality of a product in re- 
lationship to its price and use.” 

With such “non-serious” prod- 
ucts as candy, soft drinks, beer, 
etc., he said his agency tries to 
have advertising for such items 
impart a “brash, impudent, light, 
gay personality.” 

However, he warned about kid- 
ding copy in ads for medicine—and 
he also warned against humor in 
copy addressed to women. 

“You can’t kid women,” he said, 
“because they don’t have the same 
sense of humor as men.” 


® Charles S. Downs, v.p. in charge 
of public relations and advertising 
of Abbott Laboratories, told the 
group about his company’s direct 
mail program. 

Mr. Downs explained that half 
of Abbott’s advertising budget 
goes into direct mail. Because of 
the rapid turnover in product birth 
and death, he said, most of this ad- 
vertising is concerned with tech- 
nical education promotion. This 
involves more than 200 major 
mailings to all the physicians— 
approximately 185,000—in this 
country per year. 

One of the outstanding mailing 
pieces of the pharmaceutical house 
is its external organ, ‘What’s 
New,” distributed to doctors. 

“Returns from ‘What’s New,’ as 
well as those from straight product 
mailings, may surprise some of 
you,” he said. “With any of our di- 
rect mail, requests for more infor- 
mation, or for samples, of a prod- 
uct advertised rarely run below 
10% of the number of pieces 
mailed. From 10%, response ranges 
upward to 15, 18, 20, 40, 50 and 
even to 60% or more. Records of 
such response cover a period of 
many years and are constantly 
studied with a view to improving 
our batting average.” 


= The question of whether adver- 
tising reduces the cost of products 
was returned to by Richard L. 
Scheidker, v.p. of the American 
Assn. of Advertising Agencies, New 
York. 

Mr. Scheidker pointed out that, 
while advertising can help to re- 
duce the cost of the product, it can 
also be used to expand the man- 
ufacturer’s plant facilities, improve 


|the product, or, in some cases, as 
|in farm products, to get a higher 


Mrs. Schile 


Lake Tribune; Mrs. 


Schile Mrs. Price 


price by distributing the product 
over a wider area. 

He cautioned that to stress the 
“price reducing” power of adver- 
tising exclusively can lead to 
criticism. 

However, like Mr. Brophy, he 
pointed out the vital role played by 
advertising in our economy through 
its ability to create more jobs for 
our ever-expanding working popu- 
lation. The classic way of doing 
this, he pointed out, is “by creating 
desire for goods and services, to 
a point where our economy can be 
steadily expanded and more people 
can be employed in production and 
distribution.” 

Other aspects of advertising 
stressed by Mr. Scheidker: Its 
ability to facilitate the flow of 
goods during times of hard and 
easy selling, and its ability to take 
advantage of new selling opportu- 
nities as markets open up. 


= Esther Latzke, director of the 
consumer service department, Ar- 
mour & Co., Chicago, pointed out 
that while women are gaining an 
increasingly important spot in the 
market as buyers, their viewpoint 
is not understood in advertising, 
since most of the advertising copy- 
writers are men. 

She said women spend the big- 
gest part of the national wealth, 
“80% of dry goods store purchases, 
78% of drug store purchases, 90% 
of food expenditures and even a 
third of all men’s apparel pur- 
chases.” 

She listed the following three 
factors as having the greatest im- 
portance to women in their ap- 
praisal of an ad: 

1. Truth, “not exaggerated claims 
wrapped up in fancy phrases, but 
a straight story about the product 
and what it will do for them.” 

2. Service, as in food. “She’s 
vitally interested in how to pre- 
pare it so that it tastes good and 
looks pretty, but at the same time 
it must fit her need for economy of 
time and money.” 

3. A “lift,” meaning “things that 
let her dream a bit of that better 
living picture which is a part of 
her desire.” 


a M. A. Mattes, advertising man- 
ager of Standard Oil Co. of 
California, related how Standard 
integrated research, manufactur- 
ing, sales, distribution and adver- 
tising in developing a new motor 
oil, RPM 10-30. 

Each element had to be timed 
carefully to develop the product, 
distribute it, allow stocks of the 
product replaced by the new oil to 
be sold out, and plan the ad cam- 
paign, all without tipping off the 
company’s competitors, he said. 


s J. B. Elliott, exec. v.p. in charge 
of RCA consumer products, told 
the admen that skeptics are wrong 


Price 


Backman Durbins Hamilton 


Portland office of McCann-Erickson and chairman of the 1955 convention. In the 
center are James Hodgson, D. W. Evans Advertising Agency, Salt Lake, and 54 presi- 
dent of the host Salt Lake City Advertising Club; Mrs. Hodgson; Mrs. John Schile, and 
Mr. Schile, v.p., KUTV and Rocky Mountain Broadcasting Corp., and ’55 president of 
the Salt Lake club. At right, Mrs. Herb Price; Herb Price, sales representative, Salt 
William Backman, Salt Lake Chamber of Commerce; Mrs. Jim 
Durbin; Jim Durbin, assistant manager, Hotel Utah, and Vera Hamilton. 


when they predict color tv will 
price itself out of advertising bud- 
gets. 

The same thing was said about 
radio in 1923 and about b&w video 
in 1947, he pointed out. But, he 
said, in 1949 gross ad spending in 
national magazines was $492,000,- 
000 and tv received $63,000,000. In 
1953, magazine spending had risen 
35% to $663,000,000 and tv ad rev- 
enue was up nearly 1,000% to 
$688,000,000. 

“This amazing growth would 
not—could not—have happened if 
the cost of television as an adver- 
tising medium had been prohibi- 
tive,” he said, adding that color 
video will bring its own advan- 
tages to offset the higher cost. 


# Clair G. Henderson, director, 
Rippey, Henderson, Kostka & Co., 
Denver, was elected president of 
the association at the closing busi- 
ness session today. John Kemp, 
John Kemp Agency, Hollywood, 
was named senior v.p.; Audrey 
Calder, East Bay Municipal Util- 
ity District, Oakland, v.p.-at-large; 
Earl Glade Jr., KBSH, Boise, sec- 
retary, and Carroll O’Rourke, Cole 
& Weber, Portland, treasurer. 
Charles W. (Chick) Collier was re- 
elected exec. v.p. 

Portland, Ore., was selected as 
the site for next year’s AAW con- 
vention. 

A new award, the Ramsey Op- 
penheim Memorial Award, to go 
to the AAW club president con- 
sidered to have contributed the 
most to organized advertising in 
the West during the past year, 
went to Dick Turner, outgoing 
president (and new board chair- 
man) of the Oregon Advertising 
Club, Portland. 

The Arthur E. House Sweep- 
stakes Award trophy, donated by 
the Oregon club, went to the 
Phoenix Advertising Club this 
year. Bert K. Dart of Foster & 
Kleiser, Stockton, won the 1954 
Ayres 3-Minute Speaking Contest, 
named after Rollin C. Ayres, one 
of AAW’s founders. 

The Printers’ Ink _ Trophy, 
awarded to the western adclub 
doing the most toward improve- 
ment of understanding, went to 
the Advertising Club of Los An- 
geles. 


Hicks Heads Raymer Office 

John H. Hicks Jr., formerly ad- 
vertising director of Burrus Mills 
Inc., has been named manager of 
the Dallas office of Paul H. Ray- 
mer Co., radio and television sta- 
tion representative. 


WBBM-TV Increases Rates 


WBBM-TV, Chicago, has issued 
a new rate card, effective July 1, 
based on $3,000 for one hour of 


|Class A time. Former rates were 


‘based on $2,000 for one hour of 
|Class A time. 
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NATIONAL WE DEMAND 


%) pete Seth” sez aha 


NBBB PICKETS—Barefoot and bearded, these members of the “W.K.F.L. 
Fountain of the World” were seen in front of the Chrysler Bldg. 
in New York, picketing the National Better Business Bureau, whose 


report on their organization usually results in refusal by newspapers 

to carry their ads. The ads announce “free” meetings open to the 

general public, but, the NBBB reports, fund solicitations are in- 
variably made at the meetings. 


ELECTED—Smiling for their first picture after being elected officers 
of the Southern California Broadcasters Assn. are Robert J. Mc- 
Andrews, commercial manager of John Poole Broadcasting Co.., 
president; Thelma Kirchner, manager of KGFJ, Los Angeles, sec- 
retary-treasurer, and Norman J. Ostby, v.p. of station relations, 
KHJ-Don Lee Broadcasting System, v.p. 


Eller 


Hartford 


Swanson Knott 


Noble Brown Lewis 
TULSA SPECTACULAR—George Knapp, manager of the Tulsa office of 
Knapp Advertising Co., climbs up to get a final closeup of a $2,000 
replica of the First National Bank & Trust Co. of Tulsa building. 
The scale model is 14’ high and will be lighted around the clock. 


Payne Advertising Inc. is the agency. 


FRIENDLY ADMEN—Seen at the Newspaper Adver- 
tising Executives Assn. sessions were (left to right) 
convention speaker R. Z. Eller, ad manager, Sun- 
kist Growers; Emile A. Hartford, Los Angeles Times; 
G. P. Swanson, Spokane Spokesman Review & 


Chronicle; Larry Knott, Chicago Sun-Times; F. W. 
(Tiny) Noble, national advertising manager of the 
Los Angeles Mirror; Willis Brown, Minneapolis Star 
and Tribune, and B. W. (Wally) Lewis, ad director 
of the Denver Rocky Mountain News. 


Flood Shea Mogge Bernsten Finn Dworkin Breeze Roberts Scofield 


Henly Burrell 
CONTENTED—Everybody (not just the lucky guys in the middle picture) seemed to be 
enjoying the Newspaper Advertising Executives Assn. meeting at California’s Hotel 
Del Coronado last week. In the usual order are Kenneth Flood and William Shea, both 
of the San Diego Union and Tribune; Norton W. Mogge, Mogge, Privett Inc., Los An- 
geles agency, and H. C. Bernsten, Pacific Coast manager of the Bureau of Advertis- 
ing. At center are Karl T. Finn, Cincinnati Times-Star, NAEA 2nd v.p., and Irvin 


Dworkin, Jordan Marsh Co., San Diego, with models who distributed ripe plums to 
demonstrate a juicy point made in Mr. Dworkin’s convention speech. At right are 
Joseph F. Breeze, Standard-Examiner, Ogden, Utah; Nelson Roberts, West-Holliday 
Co:; Russel E. Scofield, advertising manager of the Lexington Herald and Leader; 
Wayne Henly, ad director, Avalanche Journal, Lubbock, Tex., and Roger A. Burrell 
of the Akron Beacon Journal. (Story on Page 1.) 


: 
i} 
Smith 


CINCINNATI GOLFERS—Eighty magazine and farm paper representatives and their guests 
participated in the 16th annual Cinciama golf outing recently—the 16th consecutive 
year the event has not been troubled by rain. Pictured in the usual order are C. A. 


Johnson Roberts Wright Hall Hunter Goyert Taft Nelson Huth D‘Alessandro Veronis 


Smith, Procter & Gamble; James Hunter, Country Gentleman; Philip Goyert, Farson, 
Huff & Northlich; Lloyd Taft, Cincinnati Times Star; James Nelson, Ralph Jones Ad- 
vertising Agency; Paul Huth, Procter & Gamble; Keith D’Alessandro, Benton & Bowles, 


Johnson, Foote, Cone & Belding, Chicago; W. D. Roberts, FC&B; R. C. Wright, Frigi- 
daire division ad manager; Bud Hall, Popular Mechanics rep and golf chairman; Gail 


New York, and John Veronis, American Home. The event closed with a dinner at- 
tended by 295 persons. 
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Hills Bros. Allows Grocers Record 2%2¢ for 
Coupon-Handling; P&G Has Punched Cards 


(Continued from Page 2) 


pays 1¢ when coupons are picked 
up and 2¢ when mailed. Most com- 
panies also pay additionally for ac- 
tual postage costs.” 

Grocers were quick to point out, 
however, that the “soapers”’ still 
do the lion’s share of couponing. 
No exact figures are available, but 
a study reported in “NARGUS 
Bulletin” early this year (AA, Jan. 
25) found that 10% of all pack- 
aged soap sales involve coupons. 
This compares with 7% of instant 
coffee sales and 4% of baking mix 
sales. No other product lines were 
even close. 


s There was much less agreeménht 
among the food chains officials 
queried on the question of how 
much it costs them to handle cou- 
pons; only Safeway among them 
had made a thorough cost study. V. 


Home Makers 
and Hobby Show 


CLEVELAND PUBLIC HALL 
OCT. 9 thru 17, 1954 


*Clevelanders have always 
been handy with tools, and 
| active in personal hobbies. 


The present “‘do-it- ———?\ 
yourself” urge is 

only new fuel to an 

old flame here in j 


Cleveland where it 
is an old habit. 


Ax All over the place, 

C like eager beavers, 
you see them using 
tools with skill in 
hobbies and home 
improvements. 


Get double value from this 
event with exhibit space in 
the Show and advertising 
in the Home -Magazine of 
The Cleveland Press on 
opening day, October 9th. 


All profits will go 
ly to needy families. 


All income above barest 
expenses will go to chari- 
table efforts of the Helping 
Hand Fund of The Press. 


Write or phone for 
more information: 


Contact the nearest sales 
office of Scripps-Howard 
Newspapers, or write to... 


— Press | 


—————— «| 


S. Bauman, sales and advertising 
manager of National Tea Co., Chi- 
cago, said his firm had made no 
cost study and planned none, but 
added that “we think we should 
have 2¢.” 

“If the soap companies would 
come through with 2¢, the strain 
would be alleviated considerably,” 
he said. Similarly, an official at 
Kroger Co., Cincinnati, figured 
coupon handling costs at 2¢ a cou- 
pon. 

Safeway, on the other hand, re- 
ported from its survey that coupon 
handling costs are 2.213¢ a coupon, 
while the California Grocers Assn. 
went even further. The latter re- 
cently did a survey of 260 stores in 
Los Angeles in which it found han- 
dling cost ranging from 234¢ to 3¢ 
per coupon, it told AA. 


# A spokesman for A&P’s middle 
western division knew of no cost 
study either made or planned by 
A&P, but was certain that ‘“‘cou- 
poning is a pain in the neck.” 
“But we’ve got to take it—the 
customers come in with them,” he 
added. 

Safeway officials reported “pres- 
sure from grocers” for their thesis 
that manufacturers should pay 
cost-of-handling plus a_ half-cent 
profit for use of grocer facilities. 
In Safeway’s case, this would come 
to 2.713¢ per coupon. 

AA failed to find any of this 
“pressure” among other large 
chains interviewed, most of whom 
were contenting themselves with a 
silent cheer for Safeway and a 
hope that the manufacturers would 
solve the problem voluntarily. A 
Chicago grocery executive poked 
fun at the elaborateness of the 
Safeway study, which even in- 
cluded interest on money “loaned” 
by grocers from the time of re- 
demption until reimbursement by 
the manufacturer. 

“You could make a cost study 
which would show that it’s un- 
profitable to handle dollar bills,” 
he remarked. “But we'd still go on 
handling them.” 


# P&G’s new punch-card coupon 
system got a cool reception from 
grocers. Under this system, both 
dealers and manufacturers would 
card and index coupons by means 
of an electronic machine. The 
grocers would either have their 
own machines or patronize a local 
service bureau maintained by IBM 
or Remington Rand. P&G figured 
that the new mechanized approach 
would cut its handling time from 
five days to two days. 

Grocery officials doubted, how- 
ever, that this would do much to 
reduce costs or handling time in 
the stores. One chain executive 
pointed to the Safeway study 
which showed a cost of 4%¢ for 
handling at the check stand, as 
against %¢ for sorting, tabulating 
and recording. 

“The uncontrollable expense is 
not in carding and indexing,” he 
explained. “It’s in the store itself, 
where coupons hold up checkout 
lines, get lost and cause arguments. 

“Often,” he added, “housewives 
come in and want to cash in the 
coupons without buying the prod- 
ucts, causing further hassles and 
slow-downs at the checkstands.” 


KLAC Names Adams, Lindsey 
Felix Adams, an account execu- 
tive with KLAC, Los Angeles, has 
been promoted to general sales 
manager. George R. Lindsey, for- 
merly a sales representative for 
KNGS, Hanford, Cal., has joined 
KLAC as an account executive. 


Schaefer Boosts Bowes 

N. F. Bowes has been promoted 
from promotions manager 
wholesale sales manager by F. & 
M. Schaefer Brewing Co., New 


York. 


to 


NORMAN SABEE has been named na- 
tional merchandising manager of 
the Crosley and Bendix home ap- 
pliances divisions of Avco Mfg. 
Corp., Cincinnati. He formerly was 
advertising and sales promotion 
manager of Coolerator Co., Duluth. 


Square D Names Jensen 
Donald H. Jensen has been ap- 
pointed director of public relations 
of Square D Co., Detroit. 


Lester Jacobs Names Two 

Ronald Liska, formerly with Ar- 
mour & Co., has been named ad- 
ministrative assistant to the presi- 
dent of Lester L. Jacobs Inc., 
Chicago. The agency also has 
named Jack Gavin, former direc- 
tor of advertising and public re- 
lations of Magnecord Inc., to its 
copy and contact staff. 


Reiter's Gets Urquell Beer 

Reiter’s Beer Distributors, New 
York, has taken over distribution 
of imported Czechoslovakian Pils- 
ner Urquell beer, and has retained 
Ben B. Bliss & Co., New York, to 
continue handling advertising for 
the account. Imported Brands Inc. 
is the former distributor. 


who 
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agency. 


801 Second Ave. 


TO THE HEAD OF A MEDIUM SIZED AD AGENCY 
interested in setting up internal PR Dept. 


Account exec (currently with national PR agency) ex 
fully setting up and operating PR department of 


Inquiries are invited from ad agency heads interested in initiatin 
PR departments within their own organizations. @ efficient 


Box 921 ADVERTISING AGE 


rienced in success- 
medium-sized advertising 


New York 17, N. Y. 


% 


In Canada: 


You get these a 
ALL-NEW 


Daylight Fluorescent 
_ screencolor — 


Be bright — specify 


DAY-GLO 


oe 


dvantages with 


— Satin finish- abe 
stays cleaner longer 


SWITZER BROTHERS, 


“The First name in Fluorescent Colors” 


STANDARD SALES COMPANY 4097 Madison Ave. 


a 


INC, 


4732 ST. CLAIR AVE., CLEVELAND 3, OHIO 


Montreal 28, Quebec 
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Hayes-Endler Adds Account 

F. B. Arthur Modern Interiors, 
New York, has appointed Hayes-| 
Endler-Brown, New York, to han- 
dle its advertising. Newspapers vu 
magazines will be used. Abe Bra 
er, formerly a free-lance oretber. 
has joined the agency’s staff. 
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Abrams Tells How Block Drug Picked 


(Continued from Page 1) 


lof agency conflicts: 

1. The obvious, such as Comp- 
ton with Gleem, McCann-Erickson 
with Pepsodent, Ted Bates with 
Colgate, Biow with Kolynos, Ben- 
ton & Bowles now working on 
Procter & Gamble’s new fluoride 
toothpaste and one other agency 
which disclosed confidentially that 
it had a client who was going to 
move into the toothpaste market 
shortly. 

2. The potential, in which agen- 
cies handled competitive compan- 
ies which did not necessarily make 
competitive products. “Every time 
the agency came to our office we 
didn’t want to be covering up 
things,” Mr. Abrams explained. 

The 30 were now cut to five, 
plus Cecil & Presbrey, which was 


told it could submit a presentation 


| its great to 
bein MIAMI! 


= 


— RTERETNLTHEETU 


: New Agency for $3,000,000 Account 


if it felt so inclined. The five oth- 
er advertising agencies and the 
reasons for their selection were: 
N. W. Ayer & Son, selected be- 
cause two months before Block 
had even decided to switch Amm- 
i-dent, Ayer’s new business man 
had approached the company of- 
fering to solicit the account. 
* Batten, Barton, Durstine & Os- 
born, picked for its over-all repu- 
tation, its strong television back- 
ground, plus the fact that its se- 
lection would make Block com- 
parable to other major toothpaste 
makers using giant agencies. 


a Harry B. Cohen Advertising. 
This agency’s heavy drug and 
toiletries experience, good growth 
picture plus a degree of personal 
familiarity with its operations 
placed it in the running. 

Maxon Inc. On the strength of 
its outstanding job for Gillette, a 
comparable reputation in food 
field merchandising and a strong 
television background, Maxon was 
considered. 

Emil Mogul Co. One of Block’s 
present agencies, Mogul had al- 
ready placed some Amm-i-dent 
business on “The Magic Clown” 
and had been doing a good job on 
the commercials. 

There was only one thing in 
common about the six presenta- 
tions that were subsequently made. 
In all cases, the agency president 


played the lead role in making the 
pitch. Sometimes he was vocally 
assisted by department heads and 
other top brass, or else they just 
came along for moral support. The 
six pitches went like this: 


we Ayer: “I would not call it a 


speculative presentation,” Mr. Ab- 


rams said, “but it was a case of an 
agency which had looked into the 
problems in the dentifrice field 
and particularly Amm-i-dent’s 
position in the market.’ The agen- 
cy’s pitch gave equal emphasis to 
copy, research, television and mer- 
chandising and was considered an 
“excellent presentation.” 

B3sDO: This was a picture of an 
agency’s growth, its facilities and 
personnel, with virtually no pitch 
on dentifrices. “They were selling 
their agency,” Mr. Abrams com- 
mented, “presenting a picture of 
a team operation which would be 
available to our account.” 

Cecil & Presbrey: Being the 
current agency, Cecil & Presbrey 
had no need for case histories or 
reviews. It went to Jersey with a 
specific advertising campaign in 
tow and its presentation focused 
solely on that campaign. 


a Harry B. Cohen: This was the 
last agency to be notified that it 
was in the running and—four days 
later—it was the first one to make 
a pitch. Within the four days, the 
agency had developed three print 
campaigns and one television com- 
mercial on film. Normally, it takes 
four to six weeks to work up a 
filmed commercial for Block and 
two weeks for a print campaign. 


The hoary riddle about why people cross rivers was solved to 
our complete satisfaction recently by a leading frozen foods 
manufacturer. He said, in part: “I grew up in a marketing era 
when you could cover most of Eastern New Jersey with a 
Philadelphia paper. Try that today, and you’re passing up a 
whale of a sales potential. In my business, complete coverage is 
a must, and the only way I can get it is with THE TRENTON 
TIMES and THE CAMDEN COURIER-POST. 
I buy them both for 57c a line, and consider it 


a bargain.” We couldn’t have said it better 
ourselves. 


The one way to cover 
the EXPANDING 
of the Delaware Valley ... 
the eastern half .....+-s 


CAMDEN 


SIDE 


Courier-Post 


TRENTON 


MARKET FACTS on request. Write for official portfolio compiled by 
State government. Most helpful in sales planning. Address COURIER- 
POST, Camden, N. J., or TIMES, Trenton, N. J, 


Times 


Represented by 


GEORGE A. McDEVITT CO., INC. 


New York © Chicago ® Philadelphia 
Pittsburgh © Detroit 


Advertising Age, July 5, 1954 


The agency indicated an aware- 
ness of Block’s competitive prob- 
lems and pointed to accounts in its 
shop that have met similar situa- 
tions satisfactorily—Babbitt’s Glim 
in the liquid detergent field, Fitch 
in the hair shampoo market. It 
disclosed that a large part of its 
commission is used to buy top ad- 
vertising talent and it brought 
about ten from its current roster. 

Cohen showed a recognition of 
Block’s problems, gave concrete 
evidence of its ability to act quick- 
ly and displayed the top-flight 
talent who would follow through 
for Amm-i-dent. In a word, the 
Block executives who watched this 
agency’s pitch considered it “amaz- 
ing.” 


a Maxon: Informality, a case his- 
tory on Gillette, other Maxon suc- 
cess stories and emphasis on the 
agency’s merchandising ability 
were the main points stressed in 
this agency’s pitch. 

Mogul: This too, was a presenta- 
tion of agency success stories (Es- 
quire polish, Ronzoni, Rayco), plus 
an outline of the agency’s televi- 
sion experience with “Arthur God- 
frey” and “I Led Three Lives,” 
a development on some new copy 
ideas and a review of the work al- 
ready done for Block. 

All agencies were asked some 
very specific questions by Mr. Ab- 
rams, with reference to billings, 
merchandising, account staffing, 
research, time buying, etc., and 
their answers were duly written 
down for future comparison. 


a “After all these presentations, 
there still remained one basic de- 
cision. Would our interests be 
served better by a large or a me- 
dium-size agency?” For example, 
BBDO told Mr. Abrams that it 
had 16 accounts billing over $2,- 
000,000 and 33 billing more than 
$1,000,000. Amm-i-dent would 
hardly be distinguished in that 
environment. 

It was true that the big agen- 
cies had better facilities, might be 
more knowledgeable because of 
their wide range of experience with 
other clients and better able to 
pay and keep top manpower. 

But Block’s executives decided 
they wanted Amm-i-dent to be 
the dominant account in a medi- 
um-size agency because they had 
a feeling that the large agency de- 
partment heads might not give 
enough personal attention to the 
account and—on the positive side 
—in a medium-size shop, Amm-i- 
dent would never have to fight for 
attention, and “the agency’s key 
people would be our people.” 

The decision to go with a medi- 
um-size outfit eliminated three of 
the six presentations. Of the re- 
maining three, one agency stood 
out “by virtue of the presentation 
it made.” 

Effective Aug. 1, advertising for 
Amm-i-dent toothpaste and tooth 
powder, Green Mint mouth wash, 
Pycope toothbrushes and a new 
product goes to Harry B. Cohen 
Advertising Co. 


Me Too 


If you buy advertising in Florida's 
3 big cities — Jacksonville, Miami and 


Tampa, you may as well buy a fourth 
market — Orlando. 


Because, if you don’t do this, you 
are missing Central Florida’s prosperous 


fruit and cattle market. The big dailies 
don’t touch our territory. 


In this area, live 250,000 people 
and our paper is their “bible.” 
Orlando Sentinel-Star 
Orlando, Florida 
Nat. Rep. Burke, Kuipers & Mahoney 
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Philip Lennen 


Phil Lennen Retires 
After Three Decades 


in Agency Business 


NEw York, June 30—Philip W. 
Lennen, 67, who founded Lennen 
& Mitchell 30 years ago, retired 
today from Lennen & Newell as 
director and chairman of the 
board. 

A portrait of Mr. Lennen, by 
Gerald L. Brockhurst, was pre- 
sented to the agency by H. W. 
Newell, president. 

Mr. Lennen, leaving shortly for 
Europe, expects to write a book, 
but not a book for the advertising 
business. It will be a book for the 
consumer, telling about some of 
the advertising experiences he has 
had over the past half-century 
(Mr. Lennen was writing copy for 
a patent medicine company at 15), 
and each factual story will be 
adorned with a moral, pointing out 
some specific contribution adver- 
tising has made to the American 
economy or to American living. 


= Among those experiences: The 
first widespread use of Hollywood 
stars in advertising, the creation of 
the “not a cough in a carload” cam- 
paign for Old Golds, and the 
“pieces of eight” campaign for In- 
ternational Silver, which changed 
the pattern of silver selling in this 
country. 

Mr. Lennen made his reputation 
in mail order—he sold patent 
medicines, business books (A. W. 
Shaw Co.), cosmetics and clothing 
(he was advertising manager of 
Royal Tailors in Chicago) by 
mail. His career spanned the in- 
troduction of most of today’s top 
magazines, radio and ultimately 
television. 


John Wilson Heads 
Carr Liggett Agency 


CLEVELAND, July 1—John F. Wil- 
son, exec. v.p. of Carr Liggett Ad- 
vertising, today became president 
of the company. 

Mr. Wilson suc- 
ceeds Carr Liggett, 
who continues as 
treasurer and seni- 
or consultant as 
well as_ principal 
owner of the agen- 
cy which he foun- 
ded in 1933. 

The new Liggett 
president, only 36, 
was advertising 
manager of Ohio 
Crankshaft Co., 
Cleveland, before joining the agen- 
cy in 1948 as an account executive. 
He became a v.p. in 1950 and one 
year later was elected exec. v.p. 

On his 60th birthday, Mr. Liggett 
wrote a letter to clients announc- 
ing the promotion and explaining 
his belief that advertising is a bus- 
iness for youth. The problem of an 
agency, Mr. Liggett said, is to stay 
young as it grows “more experi- 
enced and competent.” 

The author of several playlets 
satirizing the advertising industry, 
Mr. Liggett plans to spend more 
time on creative work and his 
“first love,” copy. 


John Wilson 


Last Minute News Fiashes 


Charles Lippold Resigns from ‘Iron Age’ 


New York, July 2—Charles R. Lippold has resigned as director of 
advertising sales of Iron Age. It is understood that the position will 


~ |not be filled. Mr. Lippold was appointed to the position Jan. 1, 1953, 


after having been Cleveland regional manager. 


‘Omaha World Herald’ Advances Lyle Johnson 


Omana, July 2—Lyle Johnson, who was named national advertising 
manager of the Omaha World Herald in 1949, and became assistant 
business manager in March, 1953, has been appointed business man- 
ager of the newspaper. He succeeds M. L. Brueggeman, resigned. 


Westinghouse Buys KPIX for $7,664,141 


San Francisco, July 2—Both the radio and television operations of 
KPIX have been bought for $7,664,141 in stocks and cash by Westing- 
house Broadcasting Co. The sale was approved today by the Federal 
Communications Commission. 


].S. Crane Adds Simmons-Boardman Title 


New York, July 2—J. S. Crane, v.p. and secretary of Simmons- 
Boardman Publishing Corp., has been appointed director of sales of 
the corporation. John R. Thompson, Chicago representative of the or- 
ganization’s railroad publications, has been named business manager 
of the railway division, with headquarters in Chicago. 


3 Cigarets Going Kingsize; Other Late News 


e Three more cigaret brands are joining the kingsize ranks. After a 
West Coast test, P. Lorillard Co. put a long Kent (Young & Rubicam) 
on the market nationally today, with a “no extra cost” ad campaign in 
newspapers, radio and tv. R. J. Reynolds (William Esty Co.) will use 
the same media in an introductory drive to break soon for a kingsize 
Camel. Meanwhile, Liggett & Myers (Cunningham & Walsh) has ads 
ready to go to enter its new filter-tip brand, L&M, in the elongated 
cigaret competition. 


e Richard F. Goebel, with Nestle Co., White Plains, N. Y., since 1952, 
has been named advertising manager in charge of media. 


e E. S. Church, media buyer, Horton-Noyes Co., will join T. Robley 
Louttit Inc., Providence, as v.p. and general manager, effective July 19. 


e Hudson Pulp & Paper Corp., New York, has appointed Lewin, Wil- 
liams & Saylor to handle advertising for its kraft, multi-wall and 
corporate divisions, confirming earlier reports (AA, May 17). G. M. 
Basford Co. is the previous agency. Biow Co. retains Hudson’s napkin 
division. 

e Dan O’Madigan, former “assistant general sales manager of the 
Pontiac division of General Motors Corp., has been named sales man- 
ager of Packard Motor Car Co., Detroit. He will be in charge of all 
domestic field sales activities for the company. 


e Stalham Leon Williams, formerly with Earle Ludgin & Co., Chi- 
cago, has joined Needham, Louis & Brorby, Chicago, as a member of 
the plan board. Joining the agency as account executives are Paul 
Edward Belknap, formerly with McCann-Erickson, and Vinton H. Hall, 
who moves from Maxon Inc. 


e Encyclopaedia Britannica Inc., Chicago, has named Ewell & Thur- 
ber, Chicago, to handle advertising for Encyclopaedia Britannica and 
Britannica Jr. beginning some time this fall. This advertising, plus the 
Book of the Year, the World Atlas and Britannica Press, is handled at 
present by Ruthrauff & Ryan, Chicago. 


e Another sponsor has been added to the unhappy group of advertis- 
ers who have been dispossessed by the tv networks in their fall pro- 
gram re-shuffling. Electric Auto-Lite Co., Toledo, has announced 
Auto-Lite will discontinue sponsorship of “Suspense” on CBS-TV after 
Aug. 17 “because of an unexpected notification from CBS that it would 
not renew its facilities contract.” 


GM Cancels, Reinstates Ads in Des Moines, 
Youngstown Papers That Printed ‘WSJ’ Story 


DETROIT, July 2—General Motors; the Journal story in its July issue 


Corp.’s advertising ban against 
the Wall Street Journal was ex- 
tended briefly to include news- 
papers that reprinted the Journ- 
al’s disclosure of GM’s 1955 auto 
designs, AA learned this week. 

Advertising of one GM division 
was canceled in at least two news- 
papers that reproduced a drawing 
of the 1955 Chevrolet (AA, June 
21). However, the ads soon were 
restored. 

Advertising managers of the 
newspapers involved have declined 
to comment, other than to confirm 
that the ads were canceled and 
then reinstated. 


s According to the Wall Street 
Journal, its °55 auto prediction 
was reprinted in the Des Moines 
Register & Tribune and in the 
Youngstown Vindicator. 

Other publications which have 
reprinted the story, according to 


that paper’s information are the 
AFL machinists’ newspaper in 
Washington, Automotive Market 
Reports, Pittsburgh, L’Auto Journ- 
al, Paris, Automotive News of the 
Pacific Northwest, Portland, and 
“Labor World,” Spokane. 
American Automobile, McGraw- 
Hill overseas publication, reprinted 


and reports that it has received 
no reaction from GM, one of its 
advertisers. 

Questioned about the cancela- 
tions in the Register & Tribune and 
Vindicator, a General Motors 
spokesman said the company will 
not issue any information on the 
subject. 

In view of the GM June 18 state- 
ment (AA, June 28) beyond 
which there has been no further 
comment, advertising procedure at 
the Journal now seems to be to 
move to the sidelines and wait for 
the next move to come from De- 
troit. Space salesmen appear to 
be making little more than cursory 
visits to GM agencies. 


Pan Am Promotes Barnes 


Murray Barnes, formerly a 
member of the sales promotion 
and advertising departments, has 
been named advertising manager 
of Pan American World Airways, 
New York. 


Clark to Proebsting, Taylor 

Byron H. Clark, formerly with 
Young & Rubicam, has joined 
Proebsting, Taylor, Chicago, as 
contact supervisor. 


Collier 


Kemp 


John Kemp Agency, Hollywood, 


Gros Henderson 


TOP BRASS—Charles “Chick” Collier, longtime exec. v.p. of the Ad- 
vertising Assn. of the West, poses with John Kemp, president of 


and newly elected senior v.p. of 


AAW; Bob Gros, outgoing president of the association, and Clair G. 
Henderson, director, Rippey, Henderson, Kostka & Co., Denver, and 
new AAW president. 


Stop ‘Cleveland 
Shopping News’ 
After 33 Years 


CLEVELAND, July 1—The Cleve- 
land Shopping News, a giveaway 
semi-weekly owned by the city’s 
major stores, suspended today af- 
ter 33 years of publication. 

A front-page box called a halt 
“until further notice,” but adver- 
tising men were guessing that the 
shopping guide, one of the nation’s 
oldest, was completely kaput. 

Whether the paper itself will 

ever be revived or not, Cleveland 
Shopping News Co., which has 
87,500 sq. ft. of space, will con- 
tinue its commercial printing. Jay 
E. Borchard, president of the 
company, says income from this 
printing operation runs into seven 
figures annually. 
The commercial printing done 
includes two of Cleveland’s most 
successful neighborhood papers, 
the West Side News and the 
Shaker Heights Sun Press, scores 
of other papers, advertising tab- 
loids, colored comics, etc. 


e The management was as non- 
committal as the printed blurb as 
to why the Shopping News had 
quit. Reports blamed newsprint 
costs and the wages of carrier 
boys. They were increased over 
the years from 80¢ to $2 a deliv- 
ery for putting the free paper on 
doorsteps on their routes covering 
300,000 households in the Cleve- 
land area. 

The Shopping News, it was re- 
ported, offered to sell for $250,000 
to the three Cleveland dailies, be- 
fore it shut down. But the Plain 
Dealer, Press and News refused. 
Significantly enough, the con- 
tinuance of Cleveland Shopping 
News Co. as a commercial printer 
leaves its 17 retail merchant share- 
holders with a big stick to hold 
over the heads of these three dail- 
ies in case (as one shareholder 
put it) “they get frisky with their 
advertising rates. We can go back 
into publishing the Shopping 
News within 30 days.” 


s It was also learned that Halle 
Bros. Co. dropped out of the 
Shopping News setup early this 
year, pulling away $100,000 an- 
nually in advertising. 

Among the merchants remain- 
ing were Higbee Co., Bailey’s, Wm. 
Taylor Son & Co., Lane Bryant, 
Sterling-Lindner-Davis, May Co., 
Bing Furniture Co. and Fisher 
Foods, a Cleveland chain. 

The newsless paper, launched in 
1921, was believed the pioneer ad- 
vertising publication to be dis- 


tributed free in a major city. It 
soon had many imitators through- 


out the country. 

Several non-stockholders were 
permitted to advertise in its pages. 
Recently, the Shopping News 
charged $4.76 an inch as compared 
with $5.74 in the Press. 

Sam B. Anson was the Shopping 
News’ first general manager and 
served 32 years. Mr. Anson was a 
city editor at one time or another 
on all three Cleveland dailies be- 
fore heading the advertising ven- 
ture. 

Jay Borchard, formerly with 
The American Weekly, succeeded 
Mr. Anson last year. Stanley C. 
Thompson was sales manager 


when the shopping guide sus- 
pended. 


Congress Allocates 
$16,000,000 for 1954 


Agriculture Census 


WASHINGTON, July 1—A _ full 
scale census of agriculture for 1954 
was assured today as both houses 
of Congress approved an appro- 
priation of $16,000,000 for the 
project. The census will involve 
hiring 30,000 to 40,000 enumerators 
this October. 

This is the first major census 
since 1950, when full censuses of 
population, housing and agriculture 
were made. The $16,000,000 fund 
for the project was originally re- 
jected by the House, but was re- 
stored by the Senate. In the con- 
ference between House and Senate 
members over the disagreement, 
the Senate appropriations commit- 
tee stood firm for the agriculture 
census. 


# Meanwhile, the House appro- 
priations committee is still holding 
hearings on a supplemental appro- 
priations bill which includes Pres- 
ident Eisenhower’s request for $8,- 
500,000 for censuses of business, 
manufactures and mineral indus- 
tries covering 1954. These projects 


have been strongly supported by 
economists and marketers who say 
the government’s supply of basic 
statistical data should be brought 
up to date. 

Originally scheduled for 1953, 
these censuses were lost when the 
House refused last year to provide 
funds to let the work get under 
way. 


MYRON T. HARSHAW 


CuHicaco, June 28—Myron T. 
Harshaw, 63, was found shot to 
death in his home in suburban 
Winnetka yesterday. Police say he 
had taken his life. 

Mr. Harshaw had been an ad ex- 
ecutive during most of his business 
career, having been a v.p. at vari- 
ous times of Carroll Dean Murphy 
Inc., Erwin, Wasey & Co., and 
Campbell-Ewald. He also was an 
assistant to the president of Na- 


tional Transitads and v.p. and 
treasurer of Vision Visor Corp. 
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ADVERTISING MARKET PLACE 


Rates: $1.00 per line, minimum charge $4.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 


spaces per ‘ine; upper & lower case 40 


per line. Add two lines for box number. Deadline Wednesday noon 5 days 
preceding publication date. Display classified takes card rate of $13.50 per 


column inch. Regular card discounts, 


HELP WANTED 


size and frequency, apply on display. 


POSITIONS WANTED 


WORKSHOP EDITOR 
National consumer magazine has_ top- 
notch position for home workshop editor. 
Ability to develop and edit home con- 
Struction projects into appealing do-it- 
yourself articles essential. Requires some 
familiarity with the use of workshop tools 
and construction drawings. Chicago area. 
Write, giving experience and salary de- 
sired to 

Box 6928, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


MOLENE PERSONNEL 
SPECIALISTS IN GOOD JUDGMENT 
ANdover 3-4424 
BANKERS BLDG. CHICAGO 3, ILL. 
SPACE REPRESENTATIVE 
Willing to take 160,000 circulation service 
magazine on straight commission. Write 

full particulars. 
Box 6926, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 
All types of position for men and women. 
185 N. Wabash Fr 2-0115 Chicago 
Chicago agency needs the services of ex- 
perienced free lance industrial copy writer. 
Engineering knowledge desirable. 
Box 6925, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 

FEATURE EDITOR 
Spot open on national magazine of over 
¥a-million circulation. Prefer newspaper- 
trained man who can write and edit sto- 
ries on technical developments so that 
they are of interest to the general con- 
sumer field. Ability to dig out those elu- 
sive facts that make a good story better is 
important. Chicago area. Write, giving ex- 
perience and salary desired to 

Box 6932, ADVERTISING AGE 


& 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS - PLACEMENTS 
209 S. State Ha 7-1991 Chicago 
Leading 32 year old, medium size, mid- 
west agency enlarging staff. Excellent op- 
portunity for young creative man. Copy, 
layout, some contact. Prefer 2 to 3 years 
agency experience or equivalent. Also 
man who likes and knows mid-west. Most- 
ly industrial and farm accounts. Some ra- 
dio, TV. Organization very stable. Town 
of approximately 100,000. Write. Include 
qualifications, picture, samples of work. 

Replies confidential. 

Box 6923, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 
BARNARD 

A service for employer and applicants 
in the fields of advertising and publishing. 
Office and Professional CEntral 6-3178 
202 S. State Street Chicago, Ill. 


Advertising instructor needed, preferably 
company or agency experience. Perma- 
nent. Chance for graduate work. School 
¢ Journalism, University of Iowa, Iowa 
ity. 


AGENCY COPYWRITER 

Large Minneapolis agency has opening for 
versatile writer. National and local ac- 
counts, food and service lines. Some} 
agency experience, plus ability to gener- | 
ate ideas, essential. TV experience de-| 
sired. Send resume, examples of work | 
produced, photo and salary requirements. | 
All inquiries confidential; our employees | 
know of this ad. | 
Box 6917, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


| 

| SOUTHE 

|}can handle sales promotion and space. 
Box 6931, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Il. 


SALES PROMOTION, ADVERTISING 
PUBLIC RELATIONS EXECUTIVE 
now with 4-A agency seeks connection 
with progressive firm. Exper. industrial 
& consumer fields. Age 42. Alert, sound, 
intelligent; broad business and sales back- 
ground on administr. & policy levels. 
Excell. references; good speaker and writ- 
er. Require about $10,000. Please write in 

complete confidence. 
Box 6929, ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


SPACE SALESMAN, exper., capable, 
young, seeks opportunity Midwest with 
growth potential. Married; college. 
Box 6930, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


I'VE HAD ENOUGH! 
Been turning out hundreds of “big-time” 
ads every month from an isolated branch 
office closet. I need air! Excellent past as 
copywriter, account man and copy chief. 
Early 30’s. Can run department for mfr. 
or handle responsible agency spot. $11,000 
minimum. I'll earn it and more! 
Box 6927, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Il. 


SINCERE copy. Public relations, editorial, 
production. Chicago area. 
Box 6924, ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. << 


FREELANCE, INC. 
PROFESSIONAL WRITING SERVICE 
Art, copy, radio-TV scripts, ideas. Feat. 
art’s, hse org’s. Choose the craftsman who 
fits your job & budget. Our members all 
reg’ly empl. in ad agencies, major b’cast- 
ing nets. Fast, quality work. SU 17-9172, 
Rm 401, Palmolive Bldg., Chicago. 

~ BUSINESS OPPORTUNITIES 
Common sense advertisers use 
Sanders Livingston Co. (NY) ABC 3 Value 
Localized Sales Appeal 
Worth your money. What do you say? 
. MISCELLANEOUS 7 
~~ FINE AGRICULTURAL ART 
Write for illustrated brochure 
Jo ANDREWS 
7265 No. 36 


AST SALES REP., experienced. 


‘Air Traveler’ Bows 


A new monthly called Air Trav- 
-eler is being distributed to plane 
/passengers in New York who use 
Carey transportation vehicles to 
The 16-page 
magazine is guaranteeing 100,000 
and rates are based on 
$1,070 a b&w page. Air Traveler 


or from airports. 
copies, 


Magazine Inc. is located at 39 E. 
49th St. 


Po Jack Joins Arndt, Preston 

Po Jack, formerly with W. Wal- 
lace Orr Inc. and TelRa Produc- 
tions, both in Philadelphia, has 
joined Arndt, Preston, Chapin, 
Lamb & Keen, Philadelphia, as tv- 
radio time buyer. 
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This Week in Washington... 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, July 1—As the 
government’s chief budget officer, 
Rowland Hughes is accustomed to 
making tough decisions. But last 
week, he faced a really rough one. 

Before him was a memo from 
Commerce Secretary Sinclair 
Weeks, reporting that organized 
retailers are hopping mad over the 
activities of discount buying clubs 
organized by government em- 
ployes. However, Mr. Hughes could 
not overlook the fact that govern- 


FARM COPYWRITER - CONTACT MAN 
Well - established agency, Chicago, 
has excellent opening for agricul- 
tural copywriter-contact man, about 
30 years old. Radio-TV knowledge 
and commercial feed experience 
desirable. Write, giving background, 
experience and salary requirements. 

Box 927, ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


ment people, including budget 
bureau employes, like to buy below 
list price when such purchases can 
be made in a legitimate way. 

His solution went straight down 
the center. It involved a circular, 
warning heads of all departments 
that there are reports that buying 


The Midwest's a 
outstanding placement 
service for Adv. - Art & 

allied fields. 

By appointment only 


59 E. MADISON + SUITE 1408 
CEntral 6-5670 


BIRC 


e 


H 


Executive 


Placement 
Counselors 


clubs are using government space 
to store and display merchandise. 
Heads of all departments must 
take appropriate action, the circu- 
lar said, to assure that activities of 
these organizations ‘do not result 
in the use of government facilities 
and manpower in any manner or 
for any purpose contrary to law.” 


ADVERTISING SPACE SALES 


Experienced space salesman, for eastern 
and mid-western territories, wanted by 
established publisher of Number One bus- 
iness magazine. Interviews in Chicago and 
New York. Compensation dependent on 
qualifications. Replies held in confidence. 
Box 922 ADVERTISING AGE 
801 Second Ave. New York 17, N. Y. 


But it also pointed out that vol- 
untary organizations that contrib- 
ute to the welfare and morale of 
federal employes should be en- 
couraged. “It is not believed either 
feasible or desirable to establish 
government-wide policies which 
might have the effect of depriving 


om 


these organizations of the oppor- 


“Our 43rd Year” 


3 JR. COPYWRITERS $4,200 


ADVERTISING MANAGER AVAILABLE 


Nine years of concrete experience in mer- 
chandising, sales-promotion, public rela- 
tions and advertising. Excels in develop- 
ing product promotion; creative thinker 
who produces sales stimulating copy. 
Knowledge of all media, point-of-pur- 
chase, direct mail & production. Age 31, 
college, family; will relocate. 
Box 926 Advertising Age 
801 Second Ave. New York 17, N.Y 


24-29 yrs. Minimum 12 hrs. college adv. 
courses or yr. exper. War veteran. Chi- 
cago location. Fee assumed by employer. 


GLADER CORPORATION 


“The Agency's Agency”’ 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE 6-5353 Chicago 


tunity to engage in activities of a 
type which are commonly accepted 
as normal functions of employe 
organizations sponsored or per- 
mitted by private employers,” it 
declared. 


Sen. William A. Purtell (R., 
Conn.) was the only member of the 


House interstate commerce com- 
mittee to make an appearance 


ONCE-IN-A-BLUE MOON—Can you 
get this kind of advertising sense- 
ability. Top new account man, A.E., 
Grad. Mech. Eng., own agency till 
“wolves hit the door. Every phase 
from “tid-bit” copy: TV, to full 
campaign. Available for Maine to 
California. Green Pasture town— 
small agency or industrial firm who 
needs HELP! 
Box 928 ADVERTISING AGE 

200 E. Illinois St. Chicago 11, Ill. 


CREATIVE SALES BUILDER 


Eleven years advertising, merchan- 
dising and selling experience . . . 
from both buying and selling sides 
of the desk. 

Age 37, happily married with two 
fine youngsters. College graduate. 
Newspaper dispiay advertising, 2 
years; small agency A/E, 2 years; 
medium size 4A agency, 7 years. 
Current income in five figures but 


and soon—about your needs. 


200 E. Illinois St. 


Creative, Sales-minded Executive 


Fully-qualified professional seeks bigger opportunity with agency 
or manufacturer. Can evaluate appeals and develop hard-hitting 
themes... plan and direct integrated, workable programs... 
create top-flight national trade and consumer campaigns... 
make contacts and presentations. 

Solid background includes U. of P. Wharton School, plus 
twenty years of varied selling, sales-promotion and advertising 
work. Experience covers quuntiondh 
and services... many fields... all distribution channels. 

Now in ninth year as copy chief and account executive with 
one agency, working with several “leader” advertisers you'll 
recognize. Your inquiry held in confidence. Let’s have a talk— 


y wide range of products 


BOX 924 ADVERTISING AGE 


Chicago 11, Ill. 


primarily interested in opportunity 
with aggressive manufacturer, pub- 
lisher or with advertising agency 
that gives more than “lip service’ to 
group thinking. 

Box 923 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


when the committee held a three- 
day hearing on the Langer Bill 
(S.3294) outlawing alcoholic bev- 
erage advertising in interstate com- 
merce. Four other members of the 
subcommittee designated to con- 
sider the bill reported they were 
busy on other matters. Moreover, 
after opening the final day’s hear- 
ing, Sen. Purtell also excused him- 
self and left witnesses in the un- 
usual position of telling their story 
to the committee staff, without any 
senators present. 


It is difficult to blame the sena- 


* 


Personnel Consultant 
to Advertising and the Graphic cArts 


——— 
|_ DouG SMITH 
este ee 


A complete placement service 


You enjoy working where you are . 
limitations on advancement. 


to grow faster. 


Noturally you would be willing to 


COULD THIS BE YOU? 


You are a young, aggressive, sales-minded account executive, aged 30 to 
38, with five to ten years’ experience in a top-flight agency. 


You are at present completely responsible for planning and handling bill- 
ing amounting to $500,000 or more 
share of creative and merchandising ideas. 


- « » also for contributing your full 


. . but you are somewhat stymied by 


You think that if you had similar (or greater) responsibilities with a smaller 
but sound, solid, growing organization, you would be in a better position 


You would be interested in talking about opportunities with a leading mid- 
western agency where you would be responsible for one or two national 
accounts immediately . . . with a junior account executive to assist you. 


move your family to the mid-west. 


If this describes you, write giving full details to Box 925, Advertising Age, 
200 East Illinois Street, Chicago 11, Illinois. 


of Ad men, for Ad men... by an Ad man 


tors for finding something else to 
do. This was the fifth time in sev- 
en years that the committee has 
heard most of the same people say 
most of the same things. Moreover, 
the statements prepared for Sen. 
Purtell’s subcommittee were for 
the most part the exact state- 
ments submitted last month when 
the House interstate commerce 
committee had hearings on an 
identical bil. 


Cockfield, Brown & Company 
Limited (Toronto Office) has an 
interesting position for a writer 
or writer-producer in the Radio- 
Television Department. Some 
advertising experience is essen- 
tial because applicants must be 
prepared to help plan, write and 
supervise Radio and ac- 
counts. Written applications 
stating full details should 
addressed to—Alan Savage. As- 
sistant Manager, Radio-TV De- 
partment, Cockfield, Brown & 
Company Limited, 185 Bloor 
Street East, Toronto. Your con- 
fidence will be respected. 


in all the jobs himself ad ° e 
—— ay ign 30 ot Thank you, Walter Winchell. 
Those are the sentiments of Sen. 
333 NORTH MICHIGAN AVENUE + CHICAGO | Wallace Bennett (R., Utah), who 
PRasklia 2-3200 has been arguing that the Senate 
should ban any future sponsorship 
of televised hearings. He says 
OPPORTUNITY sponsored hearings will inevitably 
IN AGENCY RADIO- result in excesses which will lower 
the dignity of the Senate. 
TELEVISION DEPARTMENT To prove his point, he read to 


the full Senate a paragraph from 
the Walter Winchell column 
printed in the Washington Post 
June 23. In this column, Mr. Win- 
chell proudly reports that he was 
“indirectly responsible” for “the 
best press agent coup in 15 
_years”—the 35-second plug for the 
‘new mevie, “The Caine Mutiny,” 
|'which Columbia Pictures got from 
Sen. Karl Mundt (R., S. D.) during 


casts. 
“In other words,” Sen. Bennett 


Discount Clubs Pose Touchy Problem 


commented, “the process by which 
commercial sponsorship of Senate 
committee hearings will be ex- 
ploited to the limit has already be- 
gun. 

“I think Mr. Winchell’s claim of 
credit for the maneuvering should 
warn us that one of these days 
someone will have a midget sitting 
on his lap as another reminder of 
the fact that we cannot lower the 
dignity of the Senate by commer- 
cially sponsored televised hear- 
ings.” 

Fast thinking, Senator, but 
haven’t you forgotten something? 
How can a press agent exploit the 
dignity of the Senate unless there 
are senators willing to play along? 
And how will a mere ban on 
sponsorship prevent such senators 
from finding a way to fritter away 
the dignity of the Senate? 


Rep. Roy Wier (D., Minn.) made 
sure that all members of Congress 
had an opportunity to read an edi- 
torial from “Labor,” the publica- 
tion of railway workers’ unions, 
pointing out that General Motor’s 
cancelation of ads in the Wall 
Street Journal (AA, June 21) 
merely dramatizes the corrupting 
influence which advertisers exert 
over the press. 

“Labor’s” editorial, which he in- 
serted in “The Congressional Re- 
cord,” praised the Journal for re- 
fusing to suppress news, but it 
added: “This particular case of 
pressure on newspapers was of a 
kind which couldn’t be concealed, 
but how many others go on behind 
the scenes? How many papers sur- 
render to the advertisers who pay 
their profits? The answer is ‘plen- 
ty.’ 

“Moreover, in most cases there 
is no sudden surrender. Too many 
editors know what kind of news 
they are not supposed to print, and 
act accordingly all the time. 

“We don’t claim superior virtue, 
but we are glad ‘Labor’ doesn’t 
depend on advertising. All our sup- 
port comes from our readers, and 
our sole obligation is, as the Wall 
Street Journal said, to ‘diligently 
seek out what is happening and re- 
port it as accurately and clearly as 
we can,’” 


Gotham Bids for Film Trade 


Gotham Recording Corp., New 
York, has announced that it is now 
open for film business as well as 
recording assignments. The com- 
pany is equipped to handle the 
production of tv commercials and 
industrial films from “script to 
story board through to the final 
prints.” 


CHARLES H. FICKE has been appointed 
advertising sales manager of Coun- 


the recent Army-McCarthy sal 


try Gentleman, Philadelphia, which 
|will change its name to Better 
|Farming later this year. Mr. Ficke, 
| formerly manager of Country Gen- 


tleman in the New York advertis- 


| 
le 


\ing office, succeeds Lloyd E. Par- 
‘tain, who becomes director of 
‘agricultural relations and market- 
ing. C. C. Ryan succeeds Mr. Ficke 


in New York. 
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LIFE SAVER, SKIN SAVER—Early, early 


were illustrated by Palmer Cox, whose little mice in 
the one at left (from the 1880s) found safety in a 


flood atop the ever-floating Ivory 


ad is the first featuring Ivory’s “It Floats” slogan; 
it was illustrated by E. W. Kemble, the first illus- 
trator of Huckleberry Finn. At right is the first 


waete # 


Ivory Soap. It Floats 


Ivory soap ads 


bar. The center 


tween 18 and 24 
considered. 


P&G Recalls Memorable Ads, Seven 
Sinkers on Ivory’‘s 75th Birthday 


(Continued from Page 2) 
the “Gibson Family” on radio in 
1934, and when the first double- 
header between the Brooklyn 
Dodgers and the Cincinnati Reds 
was telecast in August, 1939, the 
sponsors were Socony-Vacuum, 
General Mills and Ivory. 


= The company has redesigned 
the package, first in 1920, and 
twice thereafter. In the 1930s, the 
company gambled that a _ soap 
which had successfully been sold 
as safe for a baby’s skin could be 
sold for washing dishes. They suc- 
ceeded, and Ivory became the 
leading soap in the dishwashing 
field. In the late 1930s, the soap’s 
composition and method of manu- 
facture were changed radically. 
Ivory was a sponsor of contests 
almost from the beginning. The 
Printer commented in 1892 that 
“Ivory Soap...has distributed $1,- 
950 in cash prizes among 12 poets 
for a dozen poems. Anyone who 
questions the superiority of Ivory 
Soap to any other brand after this 
must be lacking in intelligence...” 


Ivory offered Plymouths and 
1,000 gallons of free gas in 1936, 
trips to Hawaii in 1937, annuities 
of $100 a month or $20,000 in cash 
in 1941 and 1942. (Both winners 
took the cash.) 


= The first Ivory baby appeared 
in 1887. Since 1931 they have been 
photographed, and they are re- 
quired to be (1) girls, (2) 18 to 
24 months old, (3) appealing—no 
clowns or showoffs, (4) have fem- 
inine grace and beauty. The first 
Ivory baby to be photographed 
was the daughter of a printing 
salesman who was selling Comp- 
ton Advertising (who with its 
predecessor agency, Blackman Co., 
has handled Ivory advertising 
since 1922). 

Ivory sponsored a national soap 


sculpture contest in 1927; Ivory): 
has offered premiums from the be-| : 


ginning, and they ranged from a 


miniature cake of Ivory for a}. 


charm bracelet to a hymn book 
(no coupon required), 
1948 a Lucite bathbrush offer re- 
sulted in disposing of enough 


... IT'S REALLY A 
BUYERS MARKET! 


aS 


x SERVic, 
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* 517 SOUTH JEFFERSON ST., CHICAGO 7, ILL. 


and in|: 


PLASTIC PLATES ¢ ELECTROTYPES 


MATRIX COMPANY 


photograph of an “Ivory baby,” used by P&G in 
1931 and posed by the daughter of a printing sales- 
man who called on Compton Advertising, which 
(with its predecessor) has handled Ivory advertising 
since 1922. Ivory babies are traditionally girls be- 


months with no clowns or showoffs 


bathbrushes to equal the normal 
year’s output by the brush indus- 
try. 


= Ivory has turned down some 
odd premium proposals, ranging 
from a Westerner who wanted the 
company to offer a rack to dry 
saddle blankets as a premium to 
the man who gallantly offered to 
ride across the country in a bath- 
tub filled with Ivory suds. 

The retail value of Ivory pre- 
miums has amounted to more than 
$5,000,000 in the last six years. 

Ivory figures on having its big- 
gest year in 1954. It now washes 
the instrument panels of United 


agedy att 
att 
Eth 
ity lhe 


Tikveis Gaaves Fervent. me 
To | se neenee MENTONS worm | gy 
vsarenus fas femre®? 


LS a. _SELLEW, 
en tor 


== 1 "HANCOCK x TSPIRATOR. 


THE BEST BOLLER-FEEDER KNOWN. 
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IVORY’S FIRST—In the center column 
of this ad page in the Dec. 22, 1882, 
issue of The Independent, is the 
first ad for Ivory soap described 
as “99 44-100 per cent pure.” 


Air Lines planes, the statues in 
Statuary Hall in the Capitol, the 
Vienna Choir boys and the danc- 
ers of the Ballet Russe de Monte 
Carlo, the plants of Max Schling, 
a New York florist, and the pro- 
scenium arch of Symphony Hallin 
Boston. Ivory was in the khaki 
kit bags at Chateau Thierry, Sal- 
erno and Hangaru. 

Early this year the company 
finally got around to registering 
its slogan—‘99-44/100% Pure”’— 
with the U. S. Patent Office. 


WerBell Names Smith, Adds 1 
Mitchell WerBell 


The agency has been appointed to 
direct a national publication ad- 
vertising program for Riverside 
| Mills, Moultrie, Ga. 


‘Appeal’ Names Leonard Co. 
The Memphis Commercial Ap- 
peal has named Leonard Co., Mi- 
ami Beach, as its resort and travel 
representative for Florida, Mexico 


Advertising, 
Atlanta, has appointed Robert H. 
Smith Sr., president of Robert H. 
Smith & Sons, an associate counsel. 


Hoffman Promoted to Ad 
Manager of ‘Traffic World’ 


Edwin F. Hoffman Jr., eastern 
advertising manager of Traffic 
World, published by Traffic Serv- 
ice Corp., Washington, has been 
promoted to advertising manager. 
Advertising headquarters will 
now be in New York. They were 
in Chicago until recently, when 
Emil G. Stanley resigned as presi- 
dent and treasurer and disposed of 
his interest in Traffic Service to 
become president and owner of 
Transportation Supply News Pub- 
lishing Co., which had been a Traf- 
fic Service subsidiary (AA, 
June 21). 


Philip Maxwell Buys ‘Clarion’ 

Philip Maxwell, editorial pro- 
motion manager of the Chicago 
Tribune, has purchased the Clari- 
on, Naperville, Ill., weekly news- 
paper, from J. Jay Gerber, partner 
of Gonser & Gerber, Chicago pub- 
lic relations counsel, and Mel 
Hodell. Donald Maxwell, son of the 
publisher, and Kenneth Wise are 
co-editors of the paper. 


Goold & Tierney Names Hines 

William H. Hines, formerly copy 
chief of Michel-Cather, has joined 
the creative staff of Goold & Tier- 
ney, New York. 
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Nemarow Appoints Snyder 
William A. Snyder, formerly 
with the Press, Asbury Park, N. 
J., the New York Enquirer and 
Retailing Daily, New York, has 
been appointed head of the cre- 
ative department of Nemarow 


Advertising Agency, Vineland, 
N. J. 


Electric Sales to Walsh 

Electric Reduction Sales Co. 
Ltd., Toronto, has appointed 
Walsh Advertising Co., Toronto, to 
handle advertising for its line of 
basic chemicals. 


When YOU buy a new home 
the odds are in your favor that 


sells it 
to you 
reads 


house+home 


the greatest influence in homebuilding 
DESIGN + CONSTRUCTION + FINANCE + SALES » MODERNIZATION 


missaries, Clubs and Messes 


field—15,000 per month. 


data from our nearest office. 


there’s an easier way 
to reach military buyers 


You can ‘“‘drop in” on every Armed Forces purchasing officer 
in the United States and overseas, through the pages of 
THE MILITARY MARKET, the monthly magazine for military 
buyers everywhere. These men can put your product before 
the 314 million consumers in the Armed Forces and their 
families through the Service-controlled Exchanges, Com- 


where much of the 8 billion 


dollar annual Service payroll is spent. 


THE MILITARY MARKET offers editorials, news and features 
of immediate interest to military merchandisers. Thorough 
readership assures “‘good visibility” for your advertisement. 


The editors of THE MILITARY MARKET, experienced in trade 
paper publication, guarantee widest circulation in their 


Here’s your chance to do business in the rich Armed Forces 
consumer market. Get ‘‘How to Sell’’ information and market 


HIGHEST readership among military buyers * MOST coverage per ad dollar 


Circulation Guarantee: 15,000 per month © 


‘THE MILITARY MARKET 


‘The Monthly Magazine for Military Buyers Everywhere 


and the Caribbean area. 


ARMY TIMES PUBLISHING CO. 3132 M St., N.W., Washington 7, D. C. 


publishers of 


ARMY TIMES - AIR FORCE TIMES - NAVY TIMES + AIR FORCE DAILY, The American Daily in Europe 


NEW YORK: 41 East 42nd St 
CHICAGO: 203 N: Wabash | 


PHULADEL PIA : RW 


‘LONDON . 


FRANK FURT ¢ 


Carne 
_ ATLANTA: Weaver, int: 1447 Peachtree St. NE ~ 


PARIS 


LOS ANGELES: 6399 Wilshire Blvd 
SAN. FRANCISCO: Monadnock Bidg 
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~ Country Gentleman 


changes name to 


Better Farming 


In the April 1947 issue, the editors of Country Gentleman launched a new 
concept—Better Farming for Better Living. 


As postwar developments brought far-reaching changes in farming and 
farm living, this concept has been increasingly expressed by changes in 
the magazine. 


vi —More articles on more subjects to help farmers profit from rapid 
| advances in a new age of agriculture. 


—Country Living, a unique program of better-living ideas for every 
member of the family in a new era of prosperous farm family life. 


—Faster, sharper presentation through new techniques in layout, 
g: typography and illustration for a busier farm audience. 


i Country Gentleman’s editorial program during this period has been stated 
in a subtitle appearing regularly on the masthead: “The Magazine for 
Better Farming, Better Living.” 


b Now-—a change in name to “Better Farming” 


The August issue will tell Country Gentleman’s 2,600,000 families that by 
the end of this year the name of their magazine will change to Better Farming. 


In a period of transition to the new name, there will also be a new 
cover design. 


The Country Living section will be retitled Better Farm Living. 


We do not drop an old and honored name without some regret. But the 
, new name, Better Farming, is more indicative of the magazine’s contents— 
and of the objectives of both its editors and the people it serves. 


4 Country 
: Gentleman 


Circulation now more than 2,600,000 The magazine for Better Farming 
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Country Gentleman 


changes name to 


Better F'armin 


the Bt 


We do not drop an old and honored name without some regret. But the 
new name, Betier Farming, is more indicative of the magazine’s contents— 
and of the objectives of both its editors and the people it serves. 


Country 
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A Curtis publication 


Circulation now more than 2,600,000 The magazine for Better Farming 
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